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3ExECUTIvE SUMMARy
in may 2007, the major Performing arts board of the australia council 
commissioned AEA Consulting to identify the most significant trends and 
factors likely to influence the health and vitality of the 29 largest performing arts 
organisations in Australia over the next two decades. AEA also was asked to 
identify key measures or indicators for these trends that can be tracked over 
time and used in strategic planning by the Major Performing Arts Board (MPAB) 
and the major performing arts groups (MPAs) themselves. This study is a part 
of the MPAB’s ongoing work to ensure that Australia has an artistically vibrant, 
financially viable and broadly accessible major performing arts sector. It extends 
the MPAB’s efforts, triggered by the Major Performing Arts Inquiry (MPAI) in 1999, 
to address the complex challenges facing the major performing arts companies 
and collect and analyse data about their artistic vitality, financial health and public 
services.
The report is structured in three parts:
Part 1: An overview of the major external trends that are likely to affect the 
Major Performing Arts sector over the next 20 years and the implications for the 
potential companies. 
Part 2: A framework for tracking and assessing key indicators relating to sector 
viability on an ongoing basis, and recommendations for integrating these 
indicators into the ongoing planning processes of the Board and the companies. 
Part 3: Concluding observations on how the Major Performing Arts Board and 
Major Performing Arts companies might act in the short term to begin to address 
these trends. 
PART 1: MAJOR ExTERNAL TRENdS
AEA’s research revealed a range of external trends which are likely to have an 
impact on the MPA companies, including:
• Rising costs, including those associated with rising energy and travel costs, 
global competition for artistic talent, and expenses related to building, oper-
ating and maintaining facilities.
• Caps on current revenue sources, including constraints on long-term govern-
ment support, audience resistance to rising ticket prices, shifts in corporate 
support from charitable to marketing goals, and uncertainty regarding the 
potential for private philanthropy and the arts.
• Increasing importance of knowledge workers and the creative sector to 
Australia’s economy, and the cultural amenities and entertainment opportuni-
ties demanded by these individuals.
• Demographic shifts, including an aging population, in-migration from China—
India, the concentration of the Australian population in urban centers and the 
4coasts, and greater disparities in educational attainment and income.
• Technological developments, especially mechanisms that give people elec-
tronic access to cultural entertainment and facilitate or encourage people’s 
active participation in the creative arts.
• Proliferation of leisure time options, including diverse high-quality commer-
cial arts products - and the growing competition for people’s time, money 
and loyalty.
• The regional economy, and China’s presence as both a market for Australia’s 
artistic products and a competitor for artistic talent and resources.
• The growing number of professional artists and cultural workers, and the 
mismatch between this population and both the professional opportunities 
available to them and the skill sets required by the MPA organisations. 
• Evolving needs of creative artists, and the financial, technical and other 
resources required to support the creation of outstanding new work in all 
disciplines.
These trends offer both challenges and opportunities for the MPA sector. The 
ability and willingness of the companies and the MPAB to adapt to these changes 
and think creatively about their future will have a large part to play in the future 
success and vibrancy of the sector. 
PART 2: MONITORING FRAMEwORk ANd INdICATORS
AEA offers a monitoring framework that builds on and reinforces the Major 
Performing Arts Board’s objectives for the major performing arts sector – financial 
viability, artistic vibrancy, and broad access. The indicators proposed for tracking 
can serve as “early warning signals” that the external environment is changing 
in ways that will impact the health of the sector – positively or negatively – and 
require a review or revision of policy or practice by the Board or the companies 
themselves.
The framework is structured around the following policy objectives: 
1. MPA companies’ revenues from all sources combined are sufficient to cover 
their costs on an ongoing basis: 
• Costs remain stable or increase at level not greater than CPI.
• Ticket sales remain a stable and/or growing source of income for MPA com-
panies.
• Individual philanthropy grows as a proportion of revenues.
• Corporate sponsorship is a stable and / or growing source of income for MPA 
companies
• Trusts and Foundations are a stable and/or growing source of income for 
MPA companies.
• Government funding remains a stable source of income for the MPA compa-
nies and the MPA companies are recognized by government as a whole as 
important to Australia.
52. The MPA companies contribute to an artisically vibrant cultural community and 
produce work at the highest standards of quality.
• Australia trains and provides a viable career path for the high quality artistic 
talent. The MPA companies are able to successfully compete for the best 
talent.
• MPA companies are creating innovative, high quality work.
• The MPA companies are supported by and suport a wider vibrant creative 
sector. 
3. The MPA companies’ product is broadly accessible geographically and 
demographically and sufficiently valued by a diverse public to warrent significant 
and ongoing public appropriation. 
• MPA product is distributed to a wide range of geographical locations and 
through a range of mechanisms.
• The public values and supports the MPA companies in attitude and atten-
dance.
• Art education and community outreach is a priority for companies and coun-
try.
With data informing progress towards these objectives the MPAB and the 
companies can engage in a creative and collaborative process to identify 
strategic responses. These responses can and should be both adaptive—
responding to changes as they occur, and generative —stimulating proactive 
steps to bring about a desired future. The overall goal is to encourage well-
informed, strategic planning that enables the sector to creatively adapt to evolving 
conditions. 
PART 3: CONCLUdING ObSERvATIONS
While not within the scope of this report to offer detailed recommendations to 
the MPAB or the MPA companies, AEA offers some observations on actions that 
might be taken in the near term to begin to address the large-scale trends likely to 
impinge on the future health and vitality of this sector.
MPAB actions: 
• Support innovative uses of media and technology to connect MPA compa-
nies with audiences.
• Develop strategies to stimulate contributions by individuals and foundations 
to the MPA companies.
• Encourage collaborations between the MPA companies and other segments 
of the creative sector.
6• Advocate for the integration of MPA companies in government policies and 
programs affecting education, workforce development and community devel-
opment.
• Strengthen professional training mechanisms and the development of viable 
career tracks.
MPA company actions:
• Regularise partnerships with public schools, community development organi-
sations, other creative industries.
• Develop long-term energy plans.
• Develop long-term strategies for serving diverse audience segments, includ-
ing deepening engagement of current demographic segment and engaging 
new population segments.
• Develop long-term capitalisation strategies that anticipate flattening of rev-
enue from all sources.
• Collaborate with others on strengthening training mechanisms for Australian 
talent.
CONCLUSION
The evidence suggests that there is no permanent equilibrium. Rather, the 
health and vibrancy of the sector requires a constant negotiation of internal and 
external factors by both the companies and the MPAB. The aim of this report is 
not to predict what might happen in the next 20 years in order to eliminate risk. 
There is no way to do this—risk and change are facts of life, and no one can 
predict the future definitively. Instead, the review of trends, framework and the 
recommendations for action are intended to assist the companies and the MPAB 
to assess systematically the shifts in the external environment that may affect 
their operating and funding models. The ultimate goal is for the MPAB and the 
companies to develop strategic flexibility in their planning and operations that will 
enable them to not only adapt to changes as they occur, but be proactive in ways 
that will make them more successful in the future. 
 
7INTROdUCTION 
in may 2007, the major Performing arts board of the australia council 
commissioned AEA Consulting to identify the most significant trends and 
factors likely to influence the health and vitality of the 29 largest performing 
arts organisations in Australia over the next two decades. In addition, AEA was 
asked to identify key measures or indicators for these trends that can be tracked 
over time and used in strategic planning by the MPAB and the MPA companies 
themselves. This study is a part of the MPAB’s ongoing work to ensure that 
Australia has an artistically vibrant, financially viable and broadly accessible 
major performing arts sector. It extends the MPAB’s efforts, triggered by the Major 
Performing Arts Inquiry (MPAI) in 1999, to address systematically the complex 
challenges facing the major performing arts companies and collect and analyse 
data about their artistic vitality, financial health and public service.
The report is structured in three parts:
PART 1: An overview of the major external trends that are likely to affect the 
major performing arts sector over the next 20 years and the potential implications 
on the companies. 
PART 2: A framework for tracking and assessing key indicators on an ongoing 
basis, and recommendations for how this tracking process can be integrated 
into the ongoing planning processes of the Board and the Major Performing Arts 
companies. 
PART 3: Concluding observations on how the Major Performing Arts Board and 
Major Performing Arts companies might act in the short term to begin to address 
these trends. 
This report was written by Alexis Frasz and Holly Sidford, with research 
assistance by Alicia Vermaele. It is based on extensive background research 
and interviews with performing arts company leaders, Major Performing Arts 
Board members, consumer trends consultants, data analysis experts, and others 
knowledgeable about the cultural sector. 
8bACkGROUNd 
At the time of undertaking this research, almost all the MPA companies1 had 
received base grant funding increases, either as a result of the Australian 
Government’s Review of (Symphony) Orchestras 2005, a review of Pit Services, 
and the second review of the Major Performing Arts Inquiry Funding Model.  
The Funding Model Review, in 2005/06, showed that significant changes in the 
external environment were affecting the artistic health of the MPAs and that 
funding levels were no longer adequate to enable the companies to reach their 
goals. Although the companies had succeeded in meeting goals set by the 
1999 MPAI for earned income, sponsorship targets and audience growth, it was 
argued that these improvements had been made at the cost of artistic vibrancy 
and access. The increase in base funding in 2007 was intended to remedy this 
situation, and indeed the companies interviewed seemed optimistic about the 
current climate and near future. 
Thus, this report comes at a time when the companies’ balance sheets are 
relatively healthy, audiences are robust, and the steps required to address artistic 
vibrancy and access seem clear and are underpinned by additional funding. At 
the same time, the external changes highlighted in the MPAI and other reports 
suggest that the MPA companies continue to be affected by external factors that 
are to a large extent beyond their control. Factors such as changing patterns 
of consumer behaviour, rising costs, new technologies and philanthropic giving 
trends have significant impacts on all aspects of the companies’ work -- from 
their business models to their audience profiles to their artistic products. These 
pressures will not end, and there isn’t a simple solution to these challenges. It is 
clear that “business as usual” is not sustainable. Going forward, the companies 
will need to build business models and operating practices that anticipate and 
adaptively respond to a continuously and rapidly changing environment. 
The evidence suggests that there is no permanent equilibrium. Rather, the 
health and vibrancy of the sector requires a constant negotiation of internal 
and external factors by both the companies and the MPAB. The aim of this 
report is not to predict what might happen in the next 20 years in order to 
eliminate risk. There is no way to do this—risk and change are facts of life, and 
no one can predict the future definitively. Instead, the review of trends and the 
recommendations for action are intended to assist the companies and the MPAB 
to assess systematically the shifts in the external environment that may affect 
1 As agreed by Cultural Ministers Council in its consideration of the MPAI Report recommendations, funding for the six 
symphony orchestras and two pit orchestras was examined in the Australian Government’s Review of Orchestras and the 
subsequent Further Examination of Pit Services in Sydney and Melbourne in 2005. Government agreed recommendations 
were implemented in 2006 and 2007. These two reviews addressed base funding levels for the six symphony orchestras, 
the Australian Opera and Ballet Orchestra, Orchestra Victoria and Opera Australia. Therefore, the orchestras and Opera 
Australia were excluded from the 2005 Funding Model review.
9their operating and funding models. The ultimate goal is for the MPAB and the 
companies to develop strategic flexibility in their planning and operations that will 
enable them to not only adapt to changes as they occur, but act in proactive ways 
that will make them more successful in the future.
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PART 1: 
ExTERNAL TRENdS ANd IMPLICATIONS
This part explores the most significant external trends which will affect the ability 
of the MPA sector to achieve success in the future. “Success” is interpreted 
through the lens of the three guiding principles identified in the MPAI:
• Financial sustainability
• Artistic vibrancy
• Broad access / Public value
Therefore, we examine factors that will affect the MPA companies’ ability to 
deliver high quality, innovative products and programs to a broad cross-section 
of the Australian public in a way that is financially sustainable. These factors are 
grouped into the following broad categories: 
1. Economics – Costs, Revenues and Government Appropriation 
2. Demographics and Consumer Behaviour
3. Creative Talent and Artistic Content
11
SECTION 1
ECONOMICS—COSTS, REvENUES, GOvERNMENT APPRO-
PRIATION ANd POLICy
1.1 COSTS
Because the live performing arts are primarily about showcasing creative 
talent and creating unique, live experiences, the MPA sector does not benefit 
extensively from economies derived from mass production. As a result, producing 
live performance has become relatively more expensive as other types of 
mass-produced entertainment experiences have become cheaper. The costs 
of doing business for the live performing arts are escalating in all areas: staff, 
facility management, production, insurance, etc.2 In addition, the MPA companies 
are pressed to fulfil additional educational, access and artistic development 
requirements that increase their program costs. The need to secure artists with 
name recognition and sustain high production standards to remain competitive 
in the marketplace further escalates costs. Increasing pressure from the MPAB 
to become financially sustainable has pushed the companies to become more 
efficient, and many believe that they are now operating at maximum efficiency. 
Despite this, it is likely that operating costs will remain high and continue to rise in 
the future. 
TOURING
Touring is becoming more expensive and costs are likely to continue to 
escalate at a rate higher than the Consumer Price Index (CPI) in the future. 
Due to a combination of costs associated with fuel, production, facilities and 
staff, regional and international touring is becoming more expensive. The relative 
strength of the Australian dollar at present means that international touring is 
generating less net income for those MPA companies who tour abroad. It is more 
cost-effective to tour smaller to medium companies, and a number of sources 
indicate there is a greater demand for these kinds of productions overseas. 
“Because opera locks costs three years out, we see the external 
trends magnified. We can be seen as the canary that is sent 
down the mine.”3
2 MPA Companies internal financial data. 
3 Quotes from interviews unless otherwise noted.
>>>
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Implications for MPA Companies: There are many non-financial reasons 
why MPA companies tour, including expanding access, audience develop-
ment, and artistic development. However, if touring does not result in a 
sufficient net income and touring costs continue to rise, it may be neces-
sary to explore alternative ways that cultural services can be provided to 
rural and regional communities -- such as digital broadcasting or in-
creased collaborations between the MPAs and local arts groups. 
ENvIRONMENT
Issues related to the environment, including climate change and energy 
costs, will become a growing consideration for Australian society at large, 
demanding response from both the MPAb and the MPA companies. 
Live performance has substantial environmental impacts, from maintaining facili-
ties to production expenses to transportation costs. Government entities at all lev-
els may become more environmentally responsible in their policies and practices, 
and this will radiate to the organisations they support in the private sector. Some 
MPA companies are making pre-emptive investments to reduce their environmen-
tal impact and/or reduce long-term energy costs. For example, Malthouse Theatre 
has just launched Greenlight Project in an effort to reduce waste and decrease 
carbon emissions, after an audit found that the company generates 600 tons of 
carbon annually. Other organisations are pursuing similar environmentally-friendly 
policies in anticipation of future regulations, and because they (and their audi-
ences) see it as a critical issue to which they must respond to remain relevant.4 
Implications for MPA companies: There is an opportunity for the MPA 
companies to place themselves on the leading edge of sustainability, help-
ing to raise consumer consciousness and enhancing their brands simul-
taneously. Environmental regulations may make some current activities, 
like regional touring, prohibitively expensive or unjustifiable. In addition, 
if climate change requires large scale investment by government, public 
funding may be diverted away from discretionary causes like the arts. 
4 Gruber, Fiona. “Enter a Greener Limelight.” The Australian. November 29, 2007. http://www.theaustralian.news.
com.au/story/0,,22837767-16947,00.html (accessed November 29, 2007).
“Government priorities are changing, the survivability of the 
country is the first priority.”
>>>
13
PERSONNEL
Today, the movement of artistic, managerial and technical personnel is 
global, and companies must maintain competitive pay and opportunities to 
find and keep the best talent.
 
Personnel costs make up the majority of the MPA companies’ expenses, and tal-
ented people are arguably the most important resource that the companies have. 
It is therefore critical that the companies be able to offer competitive pay and op-
portunities for artists, who now have myriad opportunities overseas and in com-
mercial sectors such as film and TV. The Funding Model Review and subsequent 
increase in base funding was intended to address the concern that companies 
were not investing enough in artistic development and therefore jeopardizing their 
individual long-term success, as well as the health of the larger cultural sector. 
The ability to maintain competitive pay for management staff is also critical, as 
opportunities for talent to cross over into other fields are expanding. This is a 
worldwide challenge for the not-for-profit sector, which has traditionally depended 
on cheap labour, subsidized by the employees themselves who are motivated by 
their love of working in the arts. Volunteer labour is a large part of what keeps the 
not-for-profit performing arts machine working—there are two volunteers for every 
five persons employed in the music and theatre sector.5 Yet the portportion in-
volved in volunteering has increased from 24% in 1995 to 34% in 2002.6 younger 
generations are less willing to sacrifice their quality of life for a job in the arts, as 
there are plentiful opportunities for them in both commercial arts and other fields. 
The skills needed in the not-for-profit arts are becoming more sophisticated as 
the marketplace becomes more competitive, particularly in revenue generating 
areas such as development and marketing.7 the sector’s ability to attract and 
retain qualified management and artistic personnel will have a significant impact 
on their long term success and sustainability.
Implications for the MPA companies: The companies must invest in 
professional development and succession planning to train and promote 
younger staff to key positions. This is critical as the “boomer” generation of 
managers prepares to retire. Younger generations will do things differently, 
and enticing young people to make a commitment to any not-for-profit 
group or the not-for-profit sector in general will require giving them both re-
sponsibility and authority. It is critical that young artistic personnel be given 
the opportunity to develop their talents and assume creative responsibility 
5 Australian Bureau of Statistics. Arts and Culture in Australia: A Statistical Overview, 2007, Series 4172.0, 2007.
6 Giving Australia: Research on Philanthropy in Australia. Commonwealth of Australia. 2005.
7 Kreidler, John. Leverage Lost: The Not-for-profit Arts in the Post Ford Era. In Motion Magazine, February 16, 
1996. 
>>>
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through associate programs, apprenticeships, overseas residencies and 
other training mechanisms. In addition, the MPA companies must continu-
ously expose their staff to international artists, managers and collabora-
tions to ensure their ongoing interest, competitiveness and creativity. 
vENUES
venue costs are high and likely to rise further as utility and production 
costs increase and venues become more reliant on earned income. ven-
ues and MPA companies may experience greater challenges to coopera-
tion if roles and expectations for each are not more clearly and holistically 
defined. 
The majority of the MPA companies do not own their own venues, and perform 
primarily in the state arts centres. In one sense this reduces the burden of fixed 
costs that go along with maintaining an expensive physical space, a problem 
facing many arts organisations internationally. Yet, cost pressures on state arts 
venues affect rental costs and calendar choices. Facing rising utility and pro-
duction costs, some of the state venues are booking more revenue-generating 
productions, such as major commercial musicals or shows featuring pop music 
stars. Venues are expected by governments to broaden the audience base, and 
see their role as presenting a wide variety of content, not just “high art.” At the 
same time, the venues are expected by state governments to be the home of the 
Australian major performing arts by giving preferential bookings and discounts to 
MPA companies. 
Some companies report difficulty getting the dates they want at the prices they 
can afford, and this is likely to become a greater problem if venues’ expenses 
continue to rise and state subsidy does not. A few companies do own their own 
venues and several more are building new homes, reducing their vulnerability in 
one sense but simultaneously adding significant fixed operating expenses. 
Implications for the MPA companies: A vibrant performing arts sec-
tor requires both strong artistic content and suitable locations in which to 
present it. The current system inadvertently pits the venues against the 
MPA companies, as both are experiencing pressure by government to 
control costs, increase revenues and become more economically viable. 
Rental costs will continue to rise if venues are expected to perform like 
businesses. If venues continue to become more active curators and pre-
“Because of rising costs we are cutting production corners and 
quality is suffering as a result” 
>>>
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senters of a wide variety of popular creative works, it is likely that the MPA 
companies will experience increasing pressure to justify the large swath 
of dates they claim with high ticket sales and/or critical acclaim. Before 
more MPA companies pursue building their own venues, which will create 
a permanent increase in their fixed costs and add additional supply to the 
marketplace, the state and federal governments should reconsider how 
they support the ecology of the arts. Expectations of and funding arrange-
ments with the MPA companies and the venues should be determined 
holistically to ensure government is pushing the sector efficiently and 
effectively in the same direction. 
16
1.2 NON-GOvERNMENTAL REvENUES
While the total amount of money given to the non-profit arts from all sources— 
government, private donations, corporate sponsorships and earned income— has 
increased in recent years, there is some indication that corporate sponsorships 
and earned income may be peaking, at least in response to the MPA companies’ 
current strategies. If so, government funding or private donations will have to 
cover rising operating costs, unless a more radical rethink of the MPA companies’ 
business models is considered. 
The RAND Corporation study, Performing Arts in a New Era (2001), predicted 
that in the US the largest performing arts organisations would respond to 
funding pressures by increasing “blockbuster” programs that attract large 
audiences, small groups would remain nimble and opportunistic, and mid-sized 
organisations would suffer the most as talent becomes more expensive, funding 
more competitive, and audiences for live performance more selective. Australia 
appears be experiencing some of the same pressures, and some interviewees 
referred to a phenomenon of the “missing middle,” or a lack of mid-sized 
organisations. In both the US and Europe, many performing arts companies 
are investigating ways to supplement their earned revenue and reach wider 
audiences through leveraging their intellectual property. The Metropolitan Opera 
in New York, for example, now simulcasts its operas into over 700 locations 
throughout the world, reaching over 1 million viewers. In an industry where 
subscription levels are falling, the Metropolitan Opera’s are up by 10% for 2009.
EARNEd INCOME
The MPA companies’ level of dependence on ticket sales exceeds that 
of American and European cultural organisations, but they are still not 
completely market driven. Increased dependence on box office helps the 
companies remain responsive to consumer behaviour, but it is perceived to 
jeopardize artistic risk-taking.
The MPA companies are achieving high earned income levels by international 
standards, receiving between 15% and 74% of their revenues through ticket sales 
(on average 48% across companies).8 This This varies greatly by location and 
artform. Organisations in Sydney and Melbourne are able to fill their houses and 
charge enough to nearly cover their costs, while those in other cities have more 
difficulty. Many MPA companies believe they are nearing the ceiling of what is 
possible to secure through earned income, having raised ticket prices over the 
8 MPA financial data submitted to the MPAB.
>>>
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past few years to the point where they are beginning to sense some consumer 
resistance.9 They are inherently red ink businesses and will require ongoing 
subsidy from governmental, philanthropic or corporate sources to fill the gap 
between their costs and earnings. 
While companies become more dependent on box office income, audience 
behaviour is becoming less predictable, making the business models inherently 
more uncertain. Companies report programming more “guaranteed hits” and 
staying away from riskier artistic fare that may not be successful at the box office. 
Some see this requirement to respond to audience appetite as positive while 
others see it as a detriment to the development of the new artistic work and the 
art form. While MPA companies have seen box office increases over the past few 
years overall, this has slowed markedly in the last year for most organisations, 
barely keeping pace with increases in the Consumer Price Index.10 
Implications for the MPA companies: the recent base funding in-
crease will help to mitigate some of the risk associated with creating more 
adventurous artistic content. Companies so dependent on box office that 
they forfeit large scale artistic experimentation. Recent box office data 
suggests that many companies may be reaching the limit of what they can 
earn through ticket sales for their current programming. If the companies 
use the base funding increase as an opportunity to program more risky 
works, it is likely that some will see a decrease in earned income for cer-
tain seasons. This delicate balance between ticket sales and artistic risk 
seems to be understood by the MPAB and the companies, but deserves 
explicit recognition. 
 
“We are starting to think of ourselves as a ‘cultural enterprise’ 
rather than a not-for-profit institution.”
9 Statement supported by data submitted by MPAB companies to the Major Performing Arts Board’s 
Review of the MPAI Funding Model, 2007.
10  ibid.
There is a perception that “if the companies couldn’t earn their 
income they would close.”
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CORPORATE SUPPORT
Australia has a relatively short history of corporate philanthropy, but in 
recent years the MPA companies have been able to increase support from 
corporate donors. yet, the terms of sponsorship are shifting from cash to 
in-kind contributions, and it is unclear whether there is room for further 
growth in this area. 
Support for the MPA companies from corporate sponsorship and private dona-
tions combined has grown 35.3 % over the past five years. As Australian corpo-
rations’ earnings grow, this source of support has potential to increase, but the 
terms of that support appear to be shifting from charitable giving to marketing 
investments.11 Corporations increasingly view contributions to cultural organisa-
tions as part of their marketing strategy, and desire to see direct return on their 
investments. This means that corporations are more likely to invest in high profile 
programs than to provide core operating support, and they are more likely to fund 
organisations and in regions (NSW and Victoria) that can give them access to de-
sired market segments. Compounding these challenges, corporate sponsorships 
are trending toward in-kind contributions rather than cash gifts, and sponsorships 
are usually short term, requiring the companies to continually seek new sources 
of support. The 2007 report from the Australia Major Performing Arts Group found 
that corporate sponsorships declined slightly in 2006, which may indicate that arts 
sponsorships are reaching market saturation.12 
Implications for MPA companies: The MPA companies will continue 
to face pressure to demonstrate that they can connect corporations with 
consumers directly or enhance corporate brand equity. Organisations that 
are located in areas outside of key markets need to think creatively about 
how they appeal to corporate interests without making promises they can’t 
keep.
11 The Australia Business Arts Foundation. 2002. The Strategic Direction in Corporate Sponsorships: Practical 
Implications for the Arts. 
12Tracking Changes in Corporate Sponsorship and Private Donations. Australian Major Performing Arts Group. 
2007.
“More and more it is critical that we understand the business 
of our sponsors.”
>>>
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PHILANTHROPy
Individual philanthropy has grown over the past few years. Many in the 
sector believe that there is additional potential for growth due to the strong 
economy, but philanthropy is not an inevitable result of increasing indi-
vidual wealth. Growing this income stream will require substantial and long 
term investments in building relationships and making the philanthropic 
case for the arts. 
Although individual philanthropy has grown more slowly than corporate sponsor-
ship, giving to the MPA companies by individuals has increased steadily, from 
$7.7 million in 2001 to $12.4 million in 2006.13 There has been a significant in-
crease in personal wealth in Australia in the past decade, and a cadre of extreme-
ly wealthy individuals has emerged, prompting a number of interviewees to argue 
that MPA companies should focus their fundraising attention on individuals over 
the next several years. While there seems to be an opportunity for increasing 
private donations to the arts, it is difficult to tell the extent to which this revenue 
stream can be grown. 
Since 1999, the economy has steadily improved and the government has made 
a number of changes to taxation law to encourage giving by the very wealthy, 
which has likely contributed to the MPA companies’ success. Giving by individu-
als to all charitable causes increased by about 58% (adjusted for inflation) from 
1997-2004. Giving to the arts from individuals in Australia has increased as a 
percentage of total giving from 0.7% in 1997 to 2.4% in 2004, but still receives 
the smallest share of the individual giving pie (by comparison, religious causes 
receive 36% of total giving).14
People give to causes for a variety of reasons, but in almost all cases they give to 
organisations that have personal meaning and value to them. These relationships 
must be cultivated before MPA companies can expect patrons to be exceptionally 
generous. 
Europe, Australia and other parts of the world look to the U.S. as the model 
of individual philanthropic giving, but Europe is experiencing mixed results as 
governments seek to turn more of the funding responsibility for culture over 
to the private sector. Over many decades, the U.S. has developed an array of 
mechanisms to promote charitable giving, including tax incentives, sophisticated 
development strategies, and a century-long tradition of individual philanthropy. 
13 There was a slight drop from 2005 to 2006, from $13 million to $12.4 million, but the overall trend is upward. 
Tracking Changes in Corporate Sponsorship and Private Donations. Australian Major Performing Arts Group. 
2007. 
14 Giving Australia: Research on Philanthropy in Australia. Commonwealth of Australia. 2005.
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Yet the mechanisms that work in one country may not work in another. The U.S., 
for example, uses community recognition as a key incentive to give, but this has 
been shown to be a disincentive in various European countries, where people are 
more reserved about wealth and giving. 
 
Even in the U.S., however, values are shifting and traditional models of giving are 
being challenged. Increasingly, individual philanthropists are actively seeking to 
ensure that their gifts are producing quantifiable results, through approaches like 
“venture” or “strategic” philanthropy. The idea of a “return on investment,” long 
a part of corporate giving, has entered the individual giving realm.16 in addition, 
there has been debate around the relative value of giving to the arts. In a world 
plagued by disease, global warming, homelessness, famine and other man-made 
and natural disasters, some view giving to the arts as frivolous.17
there is a lack of information about the trust and foundation sector in australia, 
as there are no mandatory reporting requirements for such entities. It is estimated 
that there are at least 2,000 trusts and foundations in Australia which disperse 
between $500 million and $1 billion AUD per annum (compared to the 88,509 
private foundations in the USA with total giving of US$27.6 billion in 2000). This 
may be a growth area, but adequate research was not available to validate this 
hypothesis.18 
Implications for the MPA companies: The potential for significant growth 
in individual philanthropy in the arts is unclear, but to realize growth in 
philanthropic contributions will take an active effort from both the com-
panies and governments. National and state governments have a role in 
broadly encouraging a culture of philanthropic giving through tax incen-
tives, advocacy campaigns, and other policy mechanisms. The MPAB 
could help by providing companies with research about the philanthropic 
sector, and tools to strengthen the companies’ fundraising capacity. MPA 
companies will need to build personal relationships with wealthy individu-
als, and may not see results for some time. Making a compelling case that 
“One of the many distinguishing features of Australian 
philanthropy is its secretiveness. Many individuals or 
companies who make gifts do not like this to be known.”15 
15 Lyons, Mark. 2001. Third Sector. The Contribution of Not-for-profit and Cooperative Enterprises in Australia, 
Allen and Unwin, Crows Nest.
16 Knight, Rebecca. “Doing good the hardnosed way” The Financial Times. December 1 2007. http://www.ft.com/
cms/s/2/b16b8c12-9fcb-11dc-8a08-0000779fd2ac.html 
17 Strom, Stephanie. “Big Gifts, Tax Breaks and a Debate on Charity,” The New York Times. September 6, 2007 
http://www.nytimes.com/2007/09/06/business/06giving.html?pagewanted=1&n=Top/Reference/Times%20Topics/
People/B/Broad,%20Eli&_r=1 
18 Giving in Australia A Philanthropy Australia Fact Sheet. Philanthropy Australia. 2006. http://www.philanthropy.
org.au/research/factsheets.htm
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the major performing arts are a relevant and worthy cause is a key part of 
building philanthropic support, as is demonstrating that the donations are 
being used effectively. Any economic downturns will affect the capacity of 
individuals to give and may change giving priorities as well.
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1.3 GOvERNMENT APPROPRIATION ANd POLICy
Government funding for cultural activities in Australia has increased steadily in 
the last decade. In the ten years leading up to June 2004, total cultural funding 
from all tiers of government increased by 64%. The largest increase has come 
from the state/territory level, up 67.9% overall in that period.19 broadcasting and 
film received the greatest proportion (82.5%) of federal funding for the arts in 
2004-2005. The combined state and territory governments, on the other hand, 
allocated the biggest shares of their arts funding to performing arts venues 
(39.1%) and to performing arts organisations themselves (18.0%). In short, 
governments provide substantial funding for the performing arts, film and TV 
industries. An ABS survey of the performing arts industry, conducted in 2002-03, 
found that government funding contributed 21.6% of the income of businesses 
primarily involved in presenting music and theatre productions, and 30.5% of the 
income of performing arts festivals.20
The MPA companies currently rely on the governments for a significant 
proportion of their base operating funding, around 35% on average.21 if costs 
continue to rise and the MPA companies are unable to secure significant new 
sources of stable revenue, governments may be forced to choose between 
absorbing an increasingly large portion of the companies’ operating expenses or 
forcing contraction. In recent years, public arts agencies worldwide have found 
themselves confronting this dilemma as “funding leverage”—the idea that initial 
investments stimulate revenue growth from other sources —has begun to reach 
its limit.22 
Internationally, investment in culture is robust, as governments employ it in the 
service of revitalizing cities and neighbourhoods, increasing social cohesion, and 
stimulating economic competitiveness. But in Australia, as elsewhere, increased 
government appropriation comes with strings, and expectations that arts 
organisations will deliver instrumental, as well as intrinsic, benefits to the public. 
Arts organisations must demonstrate “public value,” and are therefore vulnerable 
to shifts in government priorities, in some cases committing themselves to 
programs and services that tax the organisation’s resources and capacity, and 
lead them off mission.23
19 AEA Consulting. Cultural Spend and Infrastructure: A Comparative Study. Museums, Libraries and Archives 
Council. February 2006. 
20 Australian Bureau of Statistics. Yearbook Australia, 2007. Series1301.0, 2007..
21 This average varies by artform, geographical region, and scope of activities. MPA companies which are able to 
draw more earned income to support their activities are expected to do so. 
22 Kreidler, John. Leverage Lost: The Not-for-profit Arts in the Post Ford Era. In Motion Magazine, February 16, 
1996.
23 In December 2007, the Arts Council of Great Britain announced that nearly 200 art organisations would see 
their funding cut substantially or entirely, while others see theirs increase and new ones are brought into the 
funding fold. The Arts Council “shake up” is intended to help the arts sector thrive, not merely survive, and organi-
sations left out were ones who the Council claims have not fulfilled expectations for public value. Mark Brown, 
“England’s arts face bloodiest cull in half a century as funds are cut for 200 groups.” The Guardian. Arts Section. 
December 17, 2007.
Public funding for the arts will always be subject to the priorities of the 
government of the day. A new Labor government was elected in Australia in late 
2007, and while it is unlikely that there will be an immediate shift in MPA funding 
or policies, many believe that this government may prioritize community-based 
cultural activities and/or require more instrumental outcomes from the arts sector. 
This policy trend in Australia would mirror what is happening in other countries, 
the U.S. and UK in particular, where the focus of government support has 
shifted from the intrinsic value of artistic excellence to an increased emphasis on 
access and participation, multiculturalism and the creative industries’ impact on 
community development. Some argue that this reflects a shift in the “legitimation 
narrative” used to justify investment in the arts from one which valued the arts for 
their own sake to one which insists that the arts prove their social or economic 
worth.24 In some ways this reflects the extent to which market principles have 
been integrated into modern life. Increasingly, it is assumed that the market can 
provide what people want, including cultural experience, and that governments 
should focus exclusively on the services people need that are not provided by the 
market.25 
Cultural policy encompasses the tools and strategies that guide government 
action to enhance the public’s access to and appreciation of the arts and 
heritage. This includes direct appropriation at the federal, state and local levels; 
legislation; regulations; tax incentives, and other mechanisms. Most discussion of 
cultural policy focuses on the appropriation processes, but public policies guiding 
arts education in the public schools; creation of cultural districts in localities; 
regulations governing public access to radio, television and the internet; and 
numerous other initiatives have direct implications for the arts and the MPA 
companies. 
The initial Major Performing Arts Inquiry in 1999 was an effort to rationalize and 
coordinate governments’ policies with regard to the expected role and support 
of the MPA companies. The government support system for the MPA companies 
“There is a false division between the subsidized and 
commercial sectors. Talent and audiences go back and forth. It 
is all about delivering product to people, who cares about the 
business model?”
24 Yüdice, George. “The Privatization of Culture.” Social Text, No. 59. Duke University Press. Summer, 1999. 
(17–34).
25 Sidford, Holly and Alexis Frasz. Critical Issues Facing the Arts in California. James Irvine Foundation and AEA 
Consulting. September 2006. 
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appears to be largely transparent, rational, and supportive (some exceptions are 
noted elsewhere in the report). However, as the MPAB considers how to support 
a sustainable MPA sector in the future, it is critical that it considers how the wider 
arts ecology intersects with the MPA companies. This includes arts education, 
the viability and distribution of small and medium-sized companies, the arts in 
community development, the creative economy, public access to technology, 
immigration and visa regulations.
ARTS EdUCATION
Arts education is critical to future arts participation and public valuation of 
the arts, and an important part of a balanced education. Efforts are un-
derway to establish a unified, comprehensive arts education policy on a 
national level, which, if implemented, would vastly improve the general edu-
cational offer and may offer MPA companies opportunities to have greater 
efficacy in reaching and teaching children. Currently, however, arts educa-
tion guidelines and curricula are developed piecemeal on a state by state, 
and often school by school, basis. 
The lack of support for arts education in many public schools has implications 
for MPA companies – diminishing their revenue from school visits in the short-
term and suppressing the next generation’s access to, understanding of, and 
support for the performing arts and the MPA companies over the long-term. 
Despite the recognition, in 2005, by the Council of Ministers that arts education 
is a critical part of a balanced education and innovative, vibrant society, this has 
not yet been implemented as a national policy.26 the australian council of state 
School Organisations suggests that as few as 23% of public schools provide 
students with a meaningful music education, compared to an estimated 88% of 
private schools.27 As public schools enrol almost two-thirds (63%) of all Australian 
students, this suggests that hundreds of thousands of children are going without 
exposure to music education, let alone education in dance, theatre and other arts 
disciplines.28 Other arts organisations would benefit from unified, comprehensive 
arts education policy, and this is a realm where the MPA companies should work 
collaboratively with others in the creative sector. 
“The MPAB currently has the responsibility to keep 
organisations alive that should be allowed to die. If they really 
want to support innovation and artistic quality they should be 
looking out for the next big thing.”
26 National Education and the Arts Statement. Ministerial Council on Education, Employment, Training and Youth 
Affairs and the Cultural Ministers Council. 2005. 
27 Harvey, Ian, Jenny Rosevear, Tina Broad & Richard Letts. “States Missing the Beat on Music Education” En-
semble. Australian Council of State School Associations. Volume 1 Number 4, 5 December 2007.
28 The National Education Directory of Australia. 2008. http://www.education.net.au/about/government_schools.
php
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Academic research clearly shows that the arts contribute in many ways to 
students’ academic achievement, engagement with learning, motivation, and 
social skills. Involvement in the arts has a positive, demonstrable impact on 
children’s self-esteem, curiosity, creativity, and ability to collaborate with others.29 
It has related positive impacts on the teachers and administrators involved with 
strong arts education programs.30
Studies have also shown that exposure to the arts at the elementary and high 
school levels is a significant determinant of adults’ subsequent participation in 
the arts.31 Involvement with artists and opportunities to learn different artistic 
disciplines while in school predisposes people to stay actively involved in the arts 
through adulthood and partake of cultural offerings of various kinds. Many assert 
that the universal presence of arts education programs in schools (curriculum-
based programs as well as extracurricular activities such as school bands, drama 
and art clubs, and student literary magazines) is an essential prerequisite for 
ensuring demand for the arts in the future.32 it is also fundamental to creating a 
society that values and supports the arts for its intrinsic aesthetic and humanistic 
qualities as well as its instrumental social, economic and political benefits.
Implications for the MPA companies: With support through the MPAB, 
a number of MPA companies have developed school programs in order 
to strengthen arts education for australian children and build connections 
with audiences of the future. Without a unified, sustained and government 
supported arts policy or curriculum, however, these efforts are likely to be 
limited in their impact. The MPAB should work with government to pro-
mote the value of the arts in education and develop a comprehensive arts 
education strategy. The MPA role with respect to this strategy should be 
based on the capacity of the companies and the needs of the curriculum. 
29 Catterall, James. “Arts and the Transfer of Learning.” Horowitz, Robert and Jaci Webb-Dempsey, “Promising 
Signs and Positive Effects: Lessons from Multi-Arts.”
30 Levine, Mindy N. “Surdna Art Teachers Fellowships: Exploring SATF Impacts.” April, 2006. 
31 Bergonzi, Louis, and Julia Smith. Effects of Arts Education on Participation in the Arts. National Endowment for 
the Arts. Washington, D.C. 1996. Also, Orend, Richard J., and Carol Keegan. Education and Arts Participation: 
a Study of Arts Socialization and Current Arts-Related Activities. National Endowment for the Arts.Washington, 
D.C. 1996.
32 Heath, Shirley Brice. “Dimensions of Language Development,” in Cultural Processes of Child Development, 
Vol. 29. Ed. Ann S. Masten. Hillsdale, NJ: Lawrence Erlbaum Publishers. (59–75).
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CULTURAL SECTOR
The MPA companies are an integral part of a wider cultural ecology whose 
health influences the success of the companies. Compartmentalizing the 
MPA sector may lead to a misunderstanding and lack of support of the criti-
cal interrelationships between it and the rest of the cultural sector. 
 
Another factor influencing the future vitality of the MPA companies is the health 
and vitality of the rest of the cultural sector. MPA companies are part of a creative 
ecology which includes small and mid-sized performing arts organisations, train-
ing institutions, commercial film and TV companies, artists, technicians, amateur 
participants, audiences and other elements. Artists, managers and audiences 
flow freely throughout this sector, and an enlightened arts policy would be one 
that took into account and supported these interconnections. The goals set for 
the MPA sector in the MPAI with regard to nurturing artistic quality, innovation and 
access to the performing arts will be impossible for it to fully accomplish without 
the rest of the sector.33 It is not just healthy major institutions that make a vibrant 
community of the arts. The whole spectrum of organisations and creative indi-
viduals involved in making, presenting and consuming the arts must be vibrant. At 
present, while the MPA companies appear relatively strong, reports suggest that 
many of the smaller performing arts organisations may be struggling financially 
and some are closing altogether.34 
The Australia Council supports a wide spectrum of the cultural sector, yet current-
ly its approach is compartmentalized. With regard to funding and policy, the small 
and medium performing arts organisations are separated from the MPA compa-
nies; and the performing arts are separated from film, TV and broadcasting. In 
addition, support for venues is segregated from support for the MPA companies. 
33 Report to Ministers on an Examination of the Small to Medium Performing Arts Sector. A Working Party of 
Cultural Ministers Council Standing Committee. Commonwealth of Australia. March 2002.
34 Statement supported by data submitted by Triennially Funded Theatre Organisations to the Theatre Board of 
the Australia Council.
“There is a tautology in the sector. To be an MPA company 
you must be “nationally relevant,” but national relevance is 
signified by MPA designation. We need a way of re-evaluating 
relevance.”
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Implications for the MPA sector: The interconnections within the cre-
ative sector deserve greater attention and support by both the MPAB and 
the MPA companies. It would be worthwhile to consider how different ele-
ments of the sector can work together to achieve Australia Council goals 
with regard to access and artistic excellence. Some desired outcomes 
may be better accomplished through cooperative efforts linking the small 
to medium sector and the MPA sector. For example, some interviewees 
argued that smaller performing arts groups may be better suited to 
represent Australian culture overseas because they present distinctive 
Australian traditions and they travel less expensively. Similarly, smaller 
companies may have fewer costs and greater success in traveling to rural 
areas and engaging diverse audiences. Creation of new work and artist 
development are other areas that might benefit from greater cooperation 
within the wider creative sector.
kNOwLEdGE / CREATIvE ECONOMy
Australia’s long-term economic success may be linked to the strength of its 
knowledge economy. The arts are recognized worldwide as a critical part 
of a vibrant knowledge-based economy, and some states in Australia are 
beginning to make this connection. 
Worldwide, creativity is increasingly viewed as an essential economic asset. For 
Australia, a creative, knowledge-based workforce is particularly important if it is to 
secure and maintain its competitive advantage relative to China and other South-
east Asian countries that have successfully cornered manufacturing markets. 
Currently employment in the service industries represents 75% of all employment 
in Australia.35 Maintaining an advantage in the global service industries will require 
training and retaining talent, and investing in the amenities that attract talented 
knowledge workers. Queensland has been explicitly pursuing a strategy to build 
its knowledge economy through its “Smart State” initiative. Investing in educa-
tion, technology, innovation and community development, Queensland hopes 
to sharpen its international competitive advantage, improve quality of life, and 
provide opportunities for the increasing numbers of people moving to the state. 
In December 2007, Western Australia announced an investment of $73 million 
dollars in additional arts funding, recognizing the importance of a vibrant creative 
sector in its own economic and community development.36 
35  Australian Bureau of Statistics. Yearbook Australia, 2007. Series1301.0, 2007.
36 Laurie, Victoria. “Premier’s Christmas package.” The Australian. The Arts Section. December 14, 2007. http://
www.theaustralian.news.com.au/story/0,,22920026-16947,00.html (accessed December 14, 2007).
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The arts are one of several key elements that make communities attractive to 
educated workers, and arts institutions can be important training grounds for 
creative minds. In recent years, Australia has benefited from a net gain in skilled 
workers, but the rate of permanent or long term departures is increasing as well. 
The 2007 Eye on Australia report found that 25% of Australians surveyed felt that 
they should head overseas for career advancement opportunities.37 australia, like 
other advanced economies, will need to invest in making sure that it creates an 
attractive environment and opportunities for its most highly skilled workers. 
Implications for the MPA companies: The MPA companies are currently 
seen by some as contributing to quality of life and making communities 
attractive for people and businesses, but they will need to continue to 
make this connection explicitly and make it to a growing and diversifying 
population. This is an area where regional issues come into play, as one 
interviewee pointed out the states are “absurdly competitive.” The MPAB 
can play a role in leveraging states’ investments in culture and community 
development and ensuring that federal and state priorities for the arts are 
pushing in the same direction. 
37   Excerpt from the 2007 Grey Worldwide / Sweeny Research Survey of Australian Consumer At-
titudes. BRW, March 29 – May 2, 2007.
“We need to engage with international thinkers, artists, and 
others in order to know that we’re on the right track and 
understand our position in the world”
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SECTION 2
dEMOGRAPHICS ANd CONSUMER bEHAvIOUR
Australia, like much of the developed world, is undergoing significant demograph-
ic changes and consumer behaviour shifts which, over the next twenty years, will 
significantly impact who is consuming culture and what they are consuming. The 
MPA companies will need to respond to these conditions by considering a diverse 
array of delivery models and formats to serve aging audiences, engage young 
audiences and keep programming relevant to people from diverse backgrounds. 
The MPA sector in Australia, though subsidized, is heavily dependent on atten-
dance for both revenue and legitimacy. On average, 48% of the sector’s revenue 
is generated through the box office, which is an important indicator of its ap-
peal to a broad public. Therefore, demographic changes as well as changes in 
consumer behaviour – changes in who is consuming cultural product and how 
they consume it – will have a significant impact on the MPA companies’ future 
success. 
Typically major performing arts companies have connected with consumers 
through two main mechanisms: seasonal mainstage productions, and educational 
or outreach programs (including touring). The two mechanisms serve two con-
sumer segments that have substantially different demographic characteristics and 
motivations, and show little cross-over. Attendees at mainstage MPA performanc-
es tend to be urban residents, older, wealthier and more highly educated than the 
people reached through educational and outreach programs, include children, 
members of disadvantaged populations, and/or rural residents. Outreach/educa-
tional programs help the MPA companies fulfil their mandate to be accessible to a 
wide spectrum of the population that is neither able nor inclined to attend main-
stage performances. Social changes, particularly with regard to demographics 
and consumer behaviour, will have implications for both of these mechanisms for 
connecting with the public. 
“The importance of government subsidy is to keep the arts 
available to the non rich.”
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2.1 dEMOGRAPHICS
dIvERSITy
Australia’s population is already one of the most diverse in the world and 
birth rate trends and international migration suggest that it will become 
increasingly so over the next twenty years. A more diverse population will 
likely shift notions of what artforms and cultural products are most rel-
evant and representative for the nation. The MPA companies, as the leading 
performing arts companies in Australia, have an opportunity to lead the 
cultural sector’s responsiveness to this shift. 
Australia’s population is growing slowly, due to low fertility and rising death rates 
as the population ages.38 Net overseas migration to Australia is a major fac-
tor sustaining its moderate population growth. Almost one quarter (24%) of the 
Australian population is foreign born, and that percentage is growing, particularly 
in some areas. In New South Wales, Victoria and Western Australia, for example, 
the percentage of the population that is foreign born exceeds the Australian born 
percentage of the population. Over half of the overseas-born population now 
living in Australia reside in New South Wales (36%) or Victoria (26%). Europe 
(primarily the UK) is the most common origin of overseas-born residents but is 
declining relative to previous years. The proportion of immigrants from South-
ern and Central Asia has grown significantly over the last 10 years, and people 
from Asia represented 46% (61,916 people) of total immigration in 2005-2006. 
Permanent immigrants from china and india constituted the third and fourth larg-
est sources of all migration to Australia in 2005-2006, after New Zealand and the 
United Kingdom.39 
Immigrants are substantially younger than the resident Australian population. 
Seventy-two percent of permanent immigrants are under 35, and one-third are 
between 25 and 34 years old. Only 48% of the general Australian population is 
under 35, and 14% between 25 and 34 years.40 
There is a large segment of older immigrants, however. One-third of the total 
population 65 and over is currently foreign born, many of whom migrated after 
World War 2 from the UK, Italy and Greece. It is predicted that by 2026, Vietnam 
and China will be the fourth and fifth most common country of birth for older over-
seas-born Australians. 
38 Australia’s trend is this area is in line with that of other developed nations. CIA Factbook 2007. https://www.cia.
gov/library/publications/the-world-factbook/fields/2002.html.
39 Australian Bureau of Statistics. Migration, Australia, 2005-2006. Series 3412.0, March 2006. 
40 Australian Bureau of Statistics. Australian Social Trends, 2007. Series 4102.0, September 2007.
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People born in Australia and other English-speaking countries are about equally 
likely to engage actively with the arts in some way (23% and 25% of the total 
population in 2006). This drops to 14% for those born in a non-English speaking 
country.41 Traditionally first generation immigrants are more focused on economic 
opportunities than cultural consumption. The cultural activities which immigrants 
undertake tend to focus on traditions and practices connected to their countries of 
origin. As these people become assimilated, however, their cultural preferences 
may spur discussions about what type of culture and heritage the government 
should support, which may in turn challenge the MPAs to adapt their presenta-
tions to the evolving Australian identity. This issue is likeliest to emerge in cities 
like Melbourne and Sydney that have large portions of foreign-born residents. 
Theatre, as a text based art form, may have limited attraction for immigrants who 
have limited English language capacity. Dance companies may need to consider 
presenting choreographic material that references Asian or Indian traditions. 
Classical music may remain the artform with the greatest cross-cultural appeal. 
Implications for the MPA Companies: As Australia’s population be-
comes more diverse it is likely that the MPA companies will need to adapt 
both their content and delivery mechanisms to changing needs. Pursuing 
partnerships with artists and companies from diverse backgrounds, both 
nationally and internationally, may be a way to reach diverse audiences, 
as well as expand the artistic range of the MPA product. The sector may 
need to pursue alternative delivery mechanisms for building relationships 
with diverse audiences who may not be immediately comfortable with 
traditional presentation formats or contexts. Exploring digital transmissions 
and other new delivery mechanisms is warranted.
bAby bOOMERS
with the retirement of the “baby boom generation” the proportion of the 
population over 65 is expected to grow dramatically. This means a larger 
population segment that fits the typical MPA audience profile, but it also 
might mean increasing demands on government spending for social ser-
vices. The challenge for MPA companies will be to address this age group’s 
changing consumer behaviour while continuing to engage younger audi-
ences to ensure broad relevance and future audiences. 
The population aged 65 years and over is projected to grow from 13% of the 
population in 2004 to 18%-19% in 2021 to 26%-28% in 2051.42 The “baby boom 
generation,” those born between 1946 and 1965, is nearing retirement, and is 
41 Australian Bureau of Statistics. Work in Selected Culture and Leisure Activities, Australia, 2007. Series 6281.0, 
Dec 2007. 
42 Australian Bureau of Statistics. Population Projections, Australia, (2004 to 2101). Series 3222.0, June 2006.
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relatively wealthy, or as many interviewees put it, “cashed up,” and willing to 
spend their wealth on lifestyle and experiences. 
Older age cohorts represent the majority of the subscribers and attendees of MPA 
organisations, so the increase in this demographic group has been the cause 
of optimism within the sector. Yet there is no guarantee that this population will 
flood the MPA concert halls as they age. Research suggests that passive leisure 
pursuits such as talking, reading, watching television, relaxing and doing hobbies 
or craftwork takes up the majority of the free time of people over 65, and that they 
spend less time than younger people participating in social activities or visiting 
cultural venues.43 Moreover, many younger retirees have the wealth and health to 
be able to pursue more ambitious activities, such as travel and active recreation, 
which can compete with performing arts attendance. Participation in performing 
arts events during retirement is likeliest to occur among those who participated in 
earlier years, and have positive social and cultural associations with the compa-
nies. 
The increase in the elderly population will have implications for government ap-
propriation, as a smaller workforce (projected to decline from 67% of the total 
population in June 2004 to between 57%-59% in 2051) may stall or decrease tax 
revenues and costs associated with caring for an aging population may rise.44 
Funds may be diverted away from discretionary expenditures, including culture.45 
In fact, funding for culture may be particularly vulnerable if the sector and its 
programs are not perceived to be relevant to the younger tax-paying and policy-
making generations. 
Implications for MPA companies: The MPA companies have a growing 
demographic to draw from that fits their current audience profile, but they 
will need to offer compelling experiences for retired people who have more 
options for how to spend their time and money. If a retired demographic 
becomes an even larger proportion of the MPA audience, companies may 
need to adjust operating hours and content to accommodate them. Yet 
focusing solely on a large retired population would be a mistake if the MPA 
companies wish to remain relevant to Australian society as a whole and 
ensure future audiences are robust. They will need to find ways to navi-
gate the complex logistical and branding issues of appealing to a multi-
generational audience. MPA companies may need to respond to, as well 
as try to drive, the general population’s cultural interests, through content 
as well as delivery mechanisms. 
43 Australian Bureau of Statistics. Older People, Australia: A Social Report, 1999. Series 4109.0, December 1999.
44 Australian Bureau of Statistics. Population Projections, Australia, (2004 to 2101). Series 3222.0, June 2006.
45 Australian Bureau of Statistics. Older People, Australia: A Social Report, 1999. Series 4109.0, December 1999.
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GEOGRAPHICAL dISTRIbUTION
Over the next twenty years, Queensland and coastal areas are expected to 
continue to grow more quickly than the rest of the country, although capital 
cities will remain the location of the majority of the Australian population. 
Changing population distribution and the differing demographic charac-
teristics of regional coastal areas and capital cities may require distinct 
approaches from the MPA companies and the MPAb.
Queensland is the only state to have experienced positive net interstate migration 
for more than 30 years, and population growth in the Gold and Sunshine coasts 
of Queensland is occurring at a much faster rate (3.7% and 3.6% respectively 
from 2001-2006) than the national average (1.3%).46 Over the next 20 years it is 
expected to replace Victoria as the country’s second most populous state after 
New South Wales. New South Wales has experienced net losses every year 
since 1978-79, but this has been offset by the fact that it, with Western Australia, 
gets an above average share of international immigration.47
Coastal regions in general are experiencing higher than average growth rates, 
primarily young adults in their 20’s and 30’s, but new migrants to the country’s 
regional coastal areas are likely to be less diverse than the Australian population 
as a whole (more white, English speaking) and more highly educated.48 
Sixty four percent of Australia’s population resides in capital cities, with 40% in 
Melbourne and Sydney, yet Brisbane and Perth showed the fastest growth over 
the period from 2001 to 2006.49 Queensland is the only state where a majority 
of the population does not live in the capital city, and it has the most dispersed 
population in Australia. Population distribution is already challenging for the 
Queensland major performing arts companies, who are required to provide broad 
access to the performing arts statewide. As the population grows outside of Bris-
bane, these companies are challenged to tour to an increasing number of smaller 
communities, which is an expensive proposition. The alternatives to the city life-
style available in the coastal regions can be challenging for the MPA companies. 
A number of Queensland companies indicated that they see people’s interest in 
outdoor activities as a major challenge to their ability to fill seats.
Implications for MPA companies: the emergence of brisbane and 
Perth as major population centres may have implications for the focus 
of the MPA companies and the MPAB. Although the current system tries 
46Australian Bureau of Statistics. Regional Population Growth, Australia, 1996 to 2006. Series 3218.0, July 2007.
47 Australian Bureau of Statistics. Migration, Australia, 2005-06. Series 3412.0, March 2006. 
48 Australian Bureau of Statistics. “Seachange—new residents in coastal areas” Australian Social Trends, 2004. 
Series 4102.0, June 2004. 
49 Australian Bureau of Statistics. Australian Social Trends, 2004. Series 4102.0, June 2004.
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to ensure that every state has equitable access to the performing arts, 
the majority of the MPA companies are currently concentrated in Sydney 
and Melbourne. Sydney and Melbourne will remain significant players, 
but smaller cities, Brisbane and Perth in particular may begin to assert 
themselves more strongly in the national cultural landscape, which could 
change the ecology of the system substantially. 
To provide access to a more widely distributed population in an economi-
cal way, the companies and the MPAB will need to develop alternatives 
to touring. Digital distribution and partnerships with smaller, local organi-
sations will need to become more routine practice. The different demo-
graphic characteristics (and corresponding consumer behaviour) of capital 
city and regional coastal populations will affect programming as well as 
distribution, and the MPAB and the companies should track population 
and consumer trends and anticipate appropriate adjustments. If these 
populations continue to become more distinct, the MPA companies may 
find that they are addressing two very different audiences which require 
different content and formats. In this case, the rationale for what makes a 
nationally representative company may deserve review. 
EdUCATION
Currently the population is the most educated in Australia’s history and 
is set to become more so in the future. As cultural audiences are typically 
highly educated, this is a positive trend for the MPA companies. 
Between 2000 and 2005 full-time tertiary study increased by 28% for the 20-24 
age group, and the number of people achieving a bachelor degree rose from 12% 
in 1995 to 20% in 2005.50 More women than men now are gaining bachelor’s or 
other advanced degrees. The proportion of the people in the 44-65 age group 
who enrol in work-related training courses is also increasing, now making up 
35% of all such students.51 This could be good news for the MPA companies as 
numerous studies have found that higher education levels are linked to greater 
participation in the arts. 
Implications for the MPA companies: A more educated population of-
fers more opportunities for growing audiences. The increased demand for 
education itself may be an opportunity for the MPA companies to reach 
current audiences and build future audiences through the expanding 
50 Australian Bureau of Statistics. Education and Work, Australia, May 2007. Series 6227.0, May 2007.
51 Australian Bureau of Statistics. Yearbook Australia, 2007. Series1301.0, 2007. 
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educational system. Companies should explore formal relationships with 
universities and continuing education programs as well as primary and 
secondary schools. The MPA companies and the rest of the creative sec-
tor can play a role in promoting the value of creative and technical skills. 
Direct involvement with curriculum development will both help to reinforce 
the relevance of the companies in developing the artistic field as well as 
ensure that the younger generation of artists and technicians are develop-
ing the skills that they require. 
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2.2 CONSUMER bEHAvIOUR
CULTURAL ATTENdANCE
Cultural attendance in Australia remains strong, and many people enjoy a 
variety of cultural activities. Having a robust social network is among the 
most important of a variety of characteristics that make people more likely 
to attend the performing arts. 
One government survey found that 89% of people 18 and over attended cultural 
venues in 2006 (constant since 2002). This compares with 52% of people who 
attended sports events (an increase from 48% in 2002). The most popular 
cultural activities are going to movies (69%), visiting libraries (46%), visiting 
zoological parks and aquariums (41%), and visiting botanic gardens (40%). The 
live performing arts (classical and popular music concerts, live performances of 
theatre, dance, musicals and opera) saw increases in audiences in all categories 
which were larger than the increase in attendance for cultural events overall. 
Penetration rates ranged between 12.4% (classical music) and 23.2% (musicals 
and operas), depending on the discipline.52
It is common for people to attend more than one type of cultural event, and 67% 
of attendees attended between one and five events per year (including museums, 
cinemas, zoos, botanical gardens, libraries, performing arts, etc). While less than 
1% of the population aged 18 years and over attended eleven or more events in 
the last 12 months, 12% of performing arts attendees attend 8 or more times a 
year and 15% of attendees to classical music concerts attend 6 or more times a 
year.53
People who are part of a strong family or social network are more likely than 
those who are not to attend the performing arts and other cultural events.54 other 
characteristics associated with people more likely to attend performing arts are:
 
• Higher levels of educational attainment 
• Higher socio-economic status 
• Owning a computer
• Without dependent children
•  Living in a City
52 Australian Bureau of Statistics. General Social Survey: Summary Results, Australia, 2006. Series 4159.0, May 
2007.
53 national centre for cultural and recreation statistics and australian bureau of statistics The Social and Demo-
graphic Characteristics of Cultural Attendees. Cultural Ministers Council Statistics Working Group. October 2006.
54 A strong family or social network was defined in this survey as having weekly contact or the ability to ask for a 
favor.
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Implications for the MPA companies: detailed information about their 
audiences and consumer behaviour in general will enable the companies 
to respond to consumer demand. The MPAB may want to encourage 
sector-wide audience research to this end. Current statistics suggest a 
healthy appreciation for the performing arts in general, and a relatively 
large portion of performing arts attendees are frequent attendees, implying 
that their relationship with the performing arts is enduring. MPA companies 
are currently developing audience strategies that focus more on deepen-
ing relationships with current attendees as well as expanding the audience 
base and will need to continually refine these strategies.
FAMILy ANd COMMUNITy
Family structures will continue to shift, but social interaction will remain 
one of the most important needs for Australians of all ages, facilitated by 
technological innovations for younger generations in particular. The MPA 
companies will need to provide a social as well as cultural experience for a 
variety of different social groups. 
Australian values surrounding family and lifestyle appear to be in flux.55 more 
Australians are living alone and outside of traditional family structures.56 Couples 
with children are still the most common type of family in Australia, but now make 
up less than half of all families (47%). Couples without children have increased by 
30% since 1991, and one-parent families have increased by 38%.57 Divorce rates 
are high, most notably among people over 60.58 At the same time, some surveys 
report a widespread desire for a return to community and religious belief, and 
Australians continue to place a high value on the traditional family structure even 
as they increasingly live outside of it.59 
There is an increase in social and communal activities. Markers include growth 
in affiliations with religious centres; social gatherings at restaurants and bars; 
book clubs; adult education courses; and attendance at cultural activities. Many 
of these interactions are mediated or facilitated by communications media such 
as cell phones, Blackberries, instant messaging, MySpace, and other social 
networking technologies. Social researcher Hugh Mackay suggests the younger 
generations (under 30’s) are “tribal,” their close, intimate connections with their 
circle of friends in some ways filling the role played by the nuclear family for 
previous generations.60 
55 “Eye on Australia” excerpt from the 2007 Grey Worldwide / Sweeny Research Survey of Australian Consumer 
Attitudes. BRW March 29 – May 2, 2007; Business Council Australia. Aspire Australia 2025. March 15, 2004; etc.
56 Australian Bureau of Statistics. General Social Survey: Summary Results, Australia, 2006. Series 4159.0, May 
2007.
57 Australian Bureau of Statistics. Year Book Australia, 2007. Series 1301.0, January 2007. 
58 Mackay, Hugh. Advance Australia…Where? Hachette, Sydney, 2007. 95.
59 “Eye on Australia” excerpt from the 2007 Grey Worldwide / Sweeny Research Survey of Australian Consumer 
Attitudes. BRW, March 29 – May 2, 2007.
60 “Eye on Australia” excerpt from the 2007 Grey Worldwide / Sweeny Research Survey of Australian Consumer 
Attitudes. BRW, March 29 – May 2, 2007.
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Research on cultural participation patterns in the U.S. suggests that the 
motivation to attend not-for-profit arts events is shaped as much by people’s need 
for social interaction as their desire for intellectual stimulation.61 
 
Implications for the MPA companies: the increase in the number of 
one-person households and families without children may represent an 
opportunity for the MPA companies to reach a larger proportion of adults 
without family obligations. The more the MPA companies offer an experi-
ence that satisfies attendees’ social needs the more successful they are 
likely to be in maintaining current audiences and attracting new ones. 
However, the way that young people define and maintain contact with their 
communities is different than older generations, and the MPA compa-
nies will need to use technology and “communities of interest” to reach 
a younger demographic. Connecting with young “ambassadors” who 
are trend setters, providing networking opportunities for communities of 
interest, soliciting relationships with commercial brands that have caché 
among young audiences, and utilizing current and future social network-
ing sites are a few ways that the companies can reach out to this demo-
graphic. 
dISPOSAbLE INCOME ANd CULTURAL SPENd
It is difficult to predict the future economic situation of Australia given 
the wide array of variables such as climate change, the shrinking work-
force and the uncertain duration of the resources boom. Currently, aver-
age household income in Australia is higher than ever, although income 
inequality is also wide and growing. There is not always a clear correlation 
between average household income and ticket sales for the MPA compa-
nies, but generally a good economic climate is better for the cultural sector. 
A healthy economy helps ticket sales, philanthropic giving and regional 
touring. what people choose to spend their cultural dollar on, however, 
seems to be shifting slightly toward heritage, technologically-mediated 
artforms and visual arts. 
61 Mackay, Hugh. Advance Australia…Where? Hachette, Sydney, 2007. 210-236.
One company’s recent experience is illustrative: In choosing 
seats at a new venue, many subscribers wanted to continue to 
sit next to their seat-mates in the old venue, even though these 
people were not friends outside of the theatre.
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Average household income in Australia is rising faster than the cost of living. 
Average disposable household income was 10% higher in 2005-06 than the 
year before. Although all Australians are better off than 10 years ago, income 
inequality in Australia is among the greatest in the developed world. Australia’s 
middle class is shrinking. Whereas 20 years ago, 50% of Australian workers were 
categorized as middle income, now 37% of men and 44% of women fit into this 
category. However, average earnings can be misleading because they do not 
reflect disparities in wealth. While 80% of all employees earn less than $75,000 
per annum, the average annual income for the 50 highest-paid executives in 
Australia exceeds $6 million. The top 20 percent of households receive 45% of 
aggregate income and own 60% of net wealth. The bottom 20% of households 
receive 4.5% of income and own 1% of the wealth. As a consequence, there 
are major socio-economic differences in values and attitudes toward money.62 
Wealthier people are more likely to attend cultural venues, and this is particularly 
true for the “high arts.” This can perhaps help to explain why MPA companies 
have been able to raise ticket prices to historic highs while maintaining high 
attendance levels.63
People are spending more on culture in general. Between 1998 and 2004, total 
household expenditure on culture (after adjusting for inflation) increased by 3.5%. 
Households spent more on heritage (by 93%), broadcasting, electronic media 
and film (by 65%) and visual arts and crafts (by 47%). Conversely, households 
decreased spending on music (by 29%), performing arts (by 10%) and literature 
(by 5%).64 
Events that affect disposable income are likely to impact the MPA companies’ 
ability to attract audiences, although the correlation between the economy 
and attendance is unclear. Generally wealthier than the general population, 
MPA audiences may be less sensitive to economic downturns. However, a 
few companies did report concern about the effect of greater environmental 
restrictions on their attendance. The environment is a growing concern for most 
Australians and the government and, depending on how climate change evolves, 
it could have a direct impact on cultural consumption.65 More extreme weather 
in Australia, already an extreme climate, would have adverse impacts on every 
aspect of daily living, as well as on tourism to and throughout the country. 
62 Mackay, Hugh. Advance Australia…Where? Hachette, Sydney, 2007. 83-85
63 national centre for cultural and recreation statistics and australian bureau of statistics The Social and 
Demographic Characteristics of Cultural Attendees. Cultural Ministers Council Statistics Working Group. October 
2006.
64 Australian Bureau of Statistics. Arts and Culture in Australia: A Statistical Overview, 2007. Series 4172.0, July 
2007.
64 A March 2007 poll of 13 countries by the Lowy Institute and the Chicago Council on Global Affairs found that 
Australians were the most likely to be concerned with global warming and favour taking immediate steps to 
address the problem even if it were to incur significant costs. Ninety-nine percent of Australians believe that 
improving the global environment should be a top foreign policy goal. http://www.worldpublicopinion.org/pipa/ar-
ticles/home_page/329.php?nid=&id=&pnt=329&lb=hmpg1 
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Implications for the MPA companies: The companies’ current business 
model makes them heavily dependent on ticket income, and pressures 
them to push ticket prices up as high as the market will bear. Although 
there is a large segment of the population who can easily afford current 
ticket prices, if the MPA companies wish to reach a wide socio-economic 
demographic with mainstage performances they will need to find ways 
to expand subsidized access for the less wealthy (which includes most 
young, rural, elderly and ethnic populations). To sustain audiences that 
are brought in through philanthropic initiatives such as Sydney Theatre 
Company’s “20 x $20” and Bell Shakespeare’s “Hearts in a Row,” these 
efforts must be consistent and common practice within the sector. The 
companies and the MPAB should use this period of relative health to plan 
possible responses if the economy does experience an economic down-
turn.
It will be useful for the companies and the MPAB to track consumer 
spending on the performing arts compared to other types of cultural 
activities. The decrease in performing arts spending relative to heritage, 
electronic media and visual arts may reflect the availability of inexpensive, 
high quality digital versions of performance-based art. This would have 
to be analysed in greater detail to draw conclusions, but it is an important 
trend to follow.
TIME POOR 
People are feeling time poor and inundated by a growing number of leisure 
possibilities at a range of price points, and this trend is likely to continue 
over the next twenty years. As a result, consumers are becoming more dis-
cerning with how they spend their leisure time and dollar. MPA companies 
will have to convince consumers they are the best choice among a range of 
enticing digital and live options. 
Time is perceived by many, especially those in higher income brackets and in 
urban areas, to be more precious than money. Cultural organisations are facing 
pressure to offer experiences that people view as high value for money and time, 
and to appeal to consumers with access to a wide variety of leisure activities 
at a range of price points. The MPA companies are competing with the growing 
spectrum of leisure options, including cultural products from the commercial 
side (commercial musicals, films, music concerts, digital creative content, etc.) 
and alternative leisure activities (outdoor recreation, sports, social clubs, etc.). 
Numerous interviewees pointed to Australia’s identity as a “sporting nation” as a 
challenge to generating greater participation in the performing arts. 
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Rob Hall, a consumer trends consultant, puts forth the “Shrunken Duvet” theory 
of participation. This theory holds that “people have a relatively fixed quota of 
leisure venues that they will or can attend in a given period and visits to one 
kind of attraction are ‘stolen’ from visits that might have been made to another.” 
Several studies indicate that there is indeed a finite portion of the population 
which is interested in visiting certain types of cultural venue.66 
Most people view leisure activities as social events involving family or friends, and 
there is a certain amount of negotiation involved in determining leisure choices. 
If most people participate in cultural events with others, then the selected cultural 
events need to appeal to the entire group. They are, in other words, “negotiable 
events.”67 This reality is borne out by national and international studies that show 
that people primarily see the arts as a way to connect with others. In fact, not 
having anyone to go with is a commonly reported barrier for attendance at arts 
events, and people from lower income households are the most likely report this 
as a reason.68 This provides a challenge for those cultural organisations that do 
not provide audiences with opportunities for social as well as cultural interactions. 
People are working longer hours and planning less in advance.69 to 
accommodate shifts in consumers’ buying habits, performing arts groups 
worldwide have increasingly moved away from subscription ticket models 
to offer more flexible ticket buying options. This, in turn, has affected the 
companies’ financial projections, as they are unable to predict earned revenue 
in advance. Some MPA companies report that their subscriptions are strong, 
but developments in consumer habits worldwide suggest that the subscription 
model may not last, or will need to be refreshed with new strategies for enhancing 
customers’ commitment to the organisation. 
Implications for the MPA companies: Leisure time is perceived as pre-
cious and leisure options are proliferating. The MPA companies will have 
to convince diverse market segments, continuously, that they are the best 
option among an increasing variety of choices. To do this they must main-
tain the highest standards of artistic and production quality, as consumers 
have increasingly high expectations of entertainment products -- whether 
HDTV, Billy Elliot the musical or an opera presented by a MPA company. 
They also must upgrade the quality of their social value to audiences, and 
the social dimension of the arts-going experience.
66 Hall, Rob. “The ‘Museum Constant’: One-third plus or minus a bit.” Visitor Studies Today, 8(2), 2005, 1 – 7.
67 Interview Rob Hall. 
68 national centre for cultural and recreation statistics and australian bureau of statistics the social and 
Demographic Characteristics of Cultural Attendees. Cultural Ministers Council Statistics Working Group. October 
2006.
69 mackay, 89
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There is an advocacy role for the MPA companies and the MPAB in 
championing the uniqueness and social aspect of a live experience over 
other types of more passive leisure time choices, and they can do this 
in partnership with the rest of the live entertainment sector. Helping to 
reduce real or perceived barriers to attendance, such as transportation 
and childcare, may be one way in which companies can increase atten-
dance. Enhancing the live production with other social and/or educational 
offerings may be another. At the same time the companies will likely need 
to provide substantial content in alternative venues and digital formats in 
order to stimulate and sustain demand for their content beyond the venue. 
Flexible ticketing options are likely to become more important to consum-
ers, and companies will have to adjust their business models accordingly. 
TECHNOLOGy 
Technology not only dominates leisure time, it increasingly facilitates the 
majority of decisions and activities, particularly for younger generations. 
This provides opportunities for reaching a wider range of people outside 
of major urban areas at the same time as it poses a challenge for drawing 
audiences to live events. 
Watching TV is the activity which absorbs the largest amount of most people’s 
leisure time. In 1997, approximately 87% of Australians watched TV for an 
average of 3 hours (182 minutes) per day.70 The ease, convenience and relative 
affordability of technological devices such as TV, DVDs, iPods, MP3 players, and 
the Internet, among others, has fostered consumers’ expectations to be able to 
experience culture when, where and how they want it. Younger generations in 
particular are more comfortable with electronic media than their elders. Aspire 
Australia, for example, reported that in 2004, 70-80% of 14 to 39 year olds 
used the Internet, compared with less than 30% of those over 55. The Internet 
is not only a young persons thing, however. According to the Pew Internet and 
American Life Project 68% of baby boomers are online, almost as many as 
younger adults. Australian baby boomers (45-64 year olds) were found to be 
amongst the most engaged users of the internet in terms of time and money 
spent online.71
Although there are geographical and socio-economic differences with regard to 
access, Australia is relatively well connected through the Internet (63% of the 
70 Australian Bureau of Statistics. Arts and Culture in Australia: A Statistical Overview, 2007. Series 4172.0, July 
2007. 
71  AC  Nielsen, Nielsen Media Research and Nielsen/ Net Ratings. Australian made: exposing ol myths and new 
truths on marketing to Australia’s maturing population, 2006. 
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population in 2006). Internet access has doubled since 2001, but those living in 
rural/regional communities, and those with lower incomes and less educational 
attainment are still half as likely to have access to the Internet as those in major 
cities. In 2006, broadband access was enjoyed by 46% of homes in major 
cities and 24% in remote Australia.72 The governments are seeking to provide 
broadband to 99% of the population by 2009, starting with its most rural and 
remote regions.73 
The rate of technological adoption by the public is both a challenge and an 
opportunity for the live performing arts, which are inherently time- and place-
based art forms. Technology will have an impact on all business models, as 
the popular music industry has learned with digital downloading. Despite the 
disruption it has caused for record companies, digital strategies have opened 
new doors for musicians and consumers, allowing for a more direct connection 
between artist and audience, and—in some cases—actually increasing demand 
for live performances. Some popular performers are encouraging fans to 
download and distribute their work freely, building appetite for the live show.74 the 
Metropolitan Opera’s experiment with live broadcasts in the U.S. seems to have 
increased live attendance, suggesting that more exposure to and familiarity with 
the artform is a key factor in generating demand.75
The online world allows consumers to “pull” the content they desire, in contrast to 
the traditional marketing methods of suppliers “pushing” content. This is creating 
a fundamentally different marketplace. To reach consumers in this marketplace, 
providers must develop an online identity beyond a website, providing content 
that is “pullable” via blog reviews, calendar coordination sites, iTunes, YouTube, 
collaborative filters, recommendation generators and other intermediaries trusted 
by consumers.
Implications for the MPA companies: The penetration of technology 
may be a way to reach rural, regional and international populations without 
the expense of touring, something which may become necessary if travel 
costs continue to rise. 
72 Australian Bureau of Statistics. Patterns of internet access in Australia, 2006. Series 8146.0.55.001, November 
2007.
73 Australia Connected. A program of the Australia Department of Communications, Information, Technology and 
the Arts.
74 van Buskirk, Eliot. “Prince Points the Way to a Brighter Future for Music.” Wired. July 9, 2007. http://www.
wired.com/entertainment/music/commentary/listeningpost/2007/07/listeningpost_0709 (accessed on November 
29, 2007).
75 Wakin, Daniel J. “Met Opera to Expand Simulcasts in Theatres.” New York Times. Arts Music Section. May 17, 
2007. http://www.nytimes.com/2007/05/17/arts/music/17broa.html (accessed on December 2, 2007).
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The MPA companies will have to develop sufficient online profiles and 
offerings to attract consumers who, increasingly, expect to find information 
online and be able to access and manipulate various forms of mediated 
entertainment.76 Companies should tap into trusted third party curation 
mechanisms, such as calendar sites, blogs, recommendation services, 
social networks, etc, which consumers are increasingly using to help them 
navigate the sometimes overwhelming menu of choices. 
The companies should be supported to experiment with ways to incorpo-
rate technological strategies without jeopardizing the integrity of the live 
performance, and perhaps actually enhancing it.
ACTIvE PARTICIPATION
Like other developed nations, Australia is witnessing a growing desire by 
the public to actively participate in creative activities.77 This is generally 
accepted to be a good sign for culture and creativity, but the link between 
people’s active engagement with art-making and attendance at “high art” 
performances is not clear. 
In a globalizing world, hierarchies, boundaries and categories of culture are 
blurring, becoming more flexible and fluid. Clear distinctions between artforms are 
eroding, as are the boundaries between artist and audience. With ready access 
to the means of producing art (inexpensive musical instruments, video cameras, 
sound systems, etc.), more people are involved in actually making artistic 
products and expressing themselves creatively. These amateurs are looking for 
participatory experiences and, in effect, are levelling the traditional hierarchy 
between “professional” and “audience.”78 
The overall active participation rate in arts and cultural activities increased from 
17% of the Australian public in 2004 to 23% in 2007. Twenty-five percent of 15-24 
year olds undertook some work in cultural and leisure activities in 2006-2007; 
this percentage declines slightly with the older age cohorts. In 2007, participation 
in the performing arts was up 19% over 2004 figures.79 In the past 25 years the 
number of full-time artists and arts professionals in Australia tripled from 26,400 
in 1976 to 80,000 in 1996, while Australia’s total workforce only increased by 43% 
over the same time.80 
76 Hook, Martyn and Fleur Watson. “I’ll Take the Recycled, Light-Green one Please.” Fuel4Arts, Australia Council 
for the Arts, Australia. November 2007. http://www.fuel4arts.com/files/attach/retail_final12.pdf (accessed Dec 4, 
2007).
77 Paticipation here does not refer to attendence, but rather the making of a creative product or doing a creative 
activity.
78 Saatchi and Saatchi Australia. Australians and the Arts. Australia Council. Sydney, Australia, 2000.
79 Australian Bureau of Statistics. Work in Selected Culture and Leisure Activities, Australia, 2007. Series 6281.0, 
Dec 2007.
80 Guldberg, Hans Hoegh. The Arts Economy 1968-1998: three decades of growth in Australia. Australia Council 
for the Arts, Sydney, Australia. 2000. 
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Out of school participation is a key part of children’s engagement with the art. 
A survey of children’s activities in the twelve months to April 2003 found 29.5% 
of children between the ages of 5 and14 years participated in organised cultural 
activities outside school hours. Girls were more than twice as likely as boys to 
participate in one or more of these activities. Playing a musical instrument was 
the most popular activity (16.8% participation). Yet children spent more of their 
free time watching television or videos than any other activity, with an average 
of 22 hours of viewing over a school fortnight. The average time spent reading 
for pleasure and playing electronic/computer games was 8 hours each over the 
fortnight.81
It is difficult to judge the degree to which active participation in creative pursuits 
translates to attendance at major cultural institutions. While it is documented that 
early exposure to an artform correlates with attendance as an adult, there is little 
research on the link between adults’ active engagement in an artistic process and 
their attendance at professional arts venues.82
Implications for the MPA companies: The growing numbers of pro-
fessional and amateur artists could be a potential source of audience 
members for MPA performances, although MPA managers have not yet 
seen this trend reflected in their attendance. The MPA companies might 
offer more interactive modes of presentation, amateur workshops and 
other creative activities for both adults and children to make links between 
people’s personal creativity and the MPA “products”. Active participation 
rates clearly indicate the health and vibrancy of the overall arts ecology, 
and the extent to which this is supported by or supportive of the MPA sec-
tor is worth exploring further. 
CHINA
The growth in the Chinese middle class has led to an increase in Chinese 
overseas tourism and a cultural building boom, both of which are opportu-
nities for the MPA companies. 
China is experiencing growth in its middle class population as a result of its 
economic success. This segment of the population has disposable income, some 
leisure time and a desire to spend both money and time on culture.83 australia’s 
proximity to China and the fact that it has Approved Destination Status means 
that it is benefiting from increasing numbers of cultural tourists seeking travel and 
81 Australian Bureau of Statistics. Year Book Australia, 2007. Series 1301.0, January 2007.
82 Some studies suggest a high correlation between subscribing to concert series and experience with playing 
a musical instrument of some kind. A survey of subscribers conducted by the St Louis Symphony Orchestra in 
the late-1990s revealed that someone was actively engaged in studying music in a a majority of the subscriber 
households. Grant, Andrew. “The New Chinese Consumer.” McKinsey Quarterly. McKinsey & Company. 2006. 
http://www.mckinseyquarterly.com/The_new_Chinese_consumer (accessed September 10, 2007).
83 Grant, Andrew. “The New Chinese Consumer.” McKinsey Quarterly. McKinsey & Company. 2006. http://www.
mckinseyquarterly.com/The_new_Chinese_consumer (accessed September 10, 2007).
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cultural experiences in the region. Tourism from China is expected to continue 
to increase by about 13% per year for the next ten years at least.84 tourists are 
a large market for cultural activities: 60% of all overseas visitors to Australia in 
1996 saw at least one cultural attraction. Over one-quarter who visited cultural 
attractions indicated their motivation for visiting was to experience something 
distinctly “Australian.”85 The landmark Sydney Opera House is one of the most 
popular cultural destinations. 
Another opportunity for MPAs is the Chinese cultural building boom, spurred by 
the Chinese government’s desire to position China as a global leader.86 Dozens 
of new cultural facilities such as museums and performing halls have been built 
in the past decade; the Chinese are now challenged to find enough content to fill 
them. The Chinese are seeking artistic content, as well as expertise in operating 
cultural institutions, which opens possibilities for Australian talent and touring 
companies.87
Implications for the MPA companies: The MPA companies that can 
demonstrate “Australian authenticity” will have greater success drawing 
tourists from China and elsewhere. Creating relationships with Chinese 
cultural institutions may be a way for organisations to leverage their 
content, supplement earned income and build brand awareness and audi-
ences within China.
84 Tourism Research Australia. Chinese Visitor Profile 2007. http://www.tra.australia.com/international.
asp?sub=0150 (accessed December 4, 2007).
85  Australian Bureau of Statistics. Arts and Culture in Australia: A Statistical Overview, 2007. Series 4172.0, July 
2007.
86 Casale, Elizabeth. “China’s New Cultural Revolution.” Platform. AEA Consulting. October 2004. http://www.
aeaconsulting.com/site/platformv4i1a.html 
87 Kahn, Joseph. “Chinese Unveil Mammoth Arts Center.” New York Times. December 24, 2007. http://www.
nytimes.com/2007/12/24/arts/24open.html?pagewanted=1&_r=1&ei=5088&en=815872d78a3f514b&ex=1356238
800&partner=rssnyt&emc=rss (accessed December 24, 2007).
MPA companies found that 20% of ticket buyers for events 
at the Opera House were drawn primarily by a desire to see 
something in the building.
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SECTION 3
CREATIvE TALENT ANd CONTENT
The not-for-profit cultural sector is a complex ecology made up of artists, 
organisations, audiences, venues, funders, technology, managers, etc. Within 
this ecology the MPA companies play a relatively defined role, yet it would be a 
mistake to think that they are self-contained. They depend on the health of the 
rest of the sector to generate content, talent and audiences just as they compete 
with the rest of the sector for these resources. The cultural sector is now global, 
and talent, audiences, and content moves more and more freely across national 
and regional borders. 
The global supply of cultural product is increasing, and technology and 
globalization now give Australia access to work from all over the world. Australia’s 
many performing arts festivals (in 2002-2003 there were 178) and venues bring 
the best artistic work from all over the world to the doorstep of consumers.88 
The US is the largest exporter of cultural goods and services by a wide margin 
and many of these products are technologically mediated. Australia continues to 
import significantly more cultural goods and services than it exports overseas.89
Festivals and international companies often provide direct competition for the 
Australian performing arts even while they stimulate consumer demand and 
artistic innovation. Because few MPA companies own their own venues, they 
must compete with the best (or most popular) artistic product in the world for 
dates, audiences and revenues at the state arts venues. This means that the 
MPA companies must be competitive at the highest international standards of 
quality. Those Australian companies who do achieve these standards will have 
access to the global marketplace as they are invited to perform in other cities 
around the world. 
 
Since the original performing arts inquiry in 1999, most of the MPA companies 
have succeeded in improving their financial position, but some leaders in the 
sector believe this has been achieved at the cost of artistic experimentation 
and, in some instances, quality. In 2005, the MPA companies saw attendance, 
commissions of new works, presentation of Australian works and regional touring 
all decrease compared to the previous year.90 while none of these is necessarily 
an indicator of quality, many of the company leaders interviewed believe that they 
must make a stronger investment in artistic development if they are to remain 
competitive in this marketplace.
88  Australian Bureau of Statistics.  Performing Arts in Australia, 2002-2003.  Series 8697.0, September 2004.
89 Australian Bureau of Statistics. Arts and Culture in Australia: A Statistical Overview, 2007. Series 4172.0, July 
2007. 
90 Major Performing Arts Board. Securing the Future, An Assessment of Progress 2006.  Australia Council.  
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TALENT
Nurturing and developing creative talent to the highest levels is one of the 
most critical aspects of ensuring the future success of the MPA sector and 
the creative sector as a whole. The governments’ funding increase for the 
MPA companies in 2007 was in part intended to help support the compa-
nies’ efforts to support artistic development, but talent development in 
Australia should be assessed in a holistic way.
Numerous interviewees raised concerns about the lack of a viable career path 
for artists within Australia. The number of creative arts graduates is robust, there 
were 61,178 students studying creative arts—performing arts; visual arts and 
crafts; graphic and design studies; communication and media studies; and other 
performing arts—at higher educational institutions in Australia in 2005.91 yet, mPa 
companies report difficulty finding the artistic, technical and managerial talent 
they need. This may be due to insufficient professional development opportunities 
for artists, directors and technicians between school and the MPA professional 
level; a “brain drain” of talent overseas due to a lack of a viable career path in 
Australia; a lack of financial incentives for the creation of new work; or other 
factors. Interviewees also report an internal “brain drain” within Australia, as the 
best talent moves to Sydney and Melbourne.
In addition, the skills that the MPA companies require are highly specialized. MPA 
mainstage productions require advanced skills, different than those required 
in small and mid-sized companies. There appears to be little crossover of 
personnel between the small/mid-sized performing arts and the MPA sector, with 
the exception of theatre. MPA companies draw talent from international sources 
and film and television, but many sense a lack of career opportunity for the best 
Australian talent. 
Many MPA companies are responding directly to this gap in the talent ecology, 
taking on the role of training academy and incubator to ensure that they have 
access to the workforce they need to remain competitive. Sydney Theatre 
Company, Malthouse Theatre, the Australian Chamber Orchestra, and the 
Queensland Theatre Company, among others, have artist and/or technician 
professional development programs. Some venues have taken on this role as 
well. 
91 Australian Bureau of Statistics. Arts and Culture in Australia: A Statistical Overview, 2007. Series 4172.0, July 
2007.
“There are only 3 playwrights who are able to make a living in 
Australia.”
>>>
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The success of the not-for-profit cultural sector is closely linked to the health of 
the creative industries, such as film, architecture, design, fashion, etc. Creative 
industries tend to cluster together to create a critical mass of opportunities for 
workers and businesses. Australia’s geographic isolation from the rest of the 
world is partially mediated by technology but not entirely. Despite the rhetoric 
about technology erasing distance and national boundaries, the reality is that 
many businesses and individuals, and creative businesses and individuals in 
particular, still seek to do their work in places where there is a critical mass 
of talent and resources. As of 2001, approximately 81% of Australia’s artist 
population lived in New South Wales, Victoria and Queensland (compared 
to 77.1% of employed persons) and 78.9 % of artists resided in a capital city 
(compared to 66.2 % of employed persons).92 currently the infrastructure to 
support arts entrepreneurs and creative workers is not well developed in Australia 
relative to some others, such as the UK and Canada, the creative industries 
are highly integrated and sophisticated. The creative industries in the UK, for 
example, are part of the national economic development strategy and there are 
nationwide initiatives which seek to attract and support creative workers through 
programs, financing and space. It may become more difficult for MPA companies 
and other cultural organisations to keep creative workers in Australia unless pay 
scales and work opportunities remain commensurate with talent.
Implications for the MPA companies: The MPA companies and the 
MPAB should investigate further what skills are needed by the MPA com-
panies and what would constitute a viable career path for MPA talent. How 
artists and creative talent are supported and developed throughout their 
career path by various educational, government and industry mechanisms 
is a subject that is worth exploration by the MPAB. The MPA companies’ 
internal development programs should leverage the training available 
elsewhere and contribute to a comprehensive national approach to devel-
oping artistic, technical and managerial talent for the sector. 
92  National Centre for Culture and Recreation Statistics and the Australian Bureau of Statistics. Artswork 2: A 
Report on Australians working in the Arts. Australia Council, Sydney, Australia, 2005.
“The collapse of the theatre ensemble is marked by the success 
of film and TV. It is difficult to maintain high quality actors 
who want to commit to one company.”
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ARTISTIC CONTENT
The creation of new, high quality work is critical to the vibrancy of the cul-
tural sector and the sustainability of the MPA organisations. The companies 
worry that there has been significant underinvestment in new work in re-
cent years, something the recent funding increase was intended to correct.
Due to rising costs, and the emphasis of the MPAB on balanced budgets and 
increased earned income, the MPA companies have limited their investment in 
commissioning and developing new works, particularly those that might not be 
successful at the box office. Some interviewees argue that the small to medium 
sector is “the powerhouse of innovation,” whereas the MPA companies are 
“major heritage organisations,” that should be responsible for preserving and 
showcasing the best of the canon. The MPA companies need to innovate to 
remain relevant and exciting to their audiences and artists, and they are capable 
of a type and scale of productions that the smaller organisations cannot handle. 
At the same time, collaborations between the smaller companies and the MPA 
companies could cost-effectively increase the impact and quality of new work 
created in the performing arts sector. Currently, only a few MPA companies 
partner with small and mid-sized groups and/or present new Australian work 
that they have not produced. Malthouse Theatre is one exception to this, and is 
taking on a greater presenting role in order to facilitate the cross over of the best 
creative works. 
Implications for the MPA companies: It is critical that new work is cre-
ated by the MPA sector, but it may be equally important that promising 
new work made by others is spotted and nurtured. Whether some MPA 
companies should be encouraged to take on the role of presenters / cura-
tors is something that is worth considering by the MPAB. 
“The focus on Australian works is backward looking and 
parochial. Globalization requires international consciousness 
and international connections.”
>>>
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PART 2
MONITORING FRAMEwORk
Tracking key indicators can help inform future policy and practice by alerting 
the MPAB to emerging trends that may influence the success of the MPA 
companies in three primary areas: financial viability, artistic vibrancy and 
audience and access. Indicators are not merely collections of data. An indicator 
is data that can be analysed and rendered to say something meaningful about 
a relevant phenomenon. AEA sought out indicators will tell the MPAB whether 
factors influencing success in each of the three key areas are experiencing any 
significant change.  
Many so-called indicator systems are criticized for being unwieldy “wish lists” of 
data that are difficult to make operational for policy purposes.93 These exhaustive 
indicator lists are expensive to build and maintain, reducing the resources 
available for implementation, and often have diminishing returns as a policy tool. 
This framework focuses on limited number of key indicators that will serve as 
“early warning signals” that the environment in each key area is changing in a 
way that requires a strategic change in policy or practice on the part of the MPAB 
or the MPA companies themselves. 
The “logic model” used to select the indicators is as follows. 
The Major Performing Arts Inquiry determined that three fundamental principles 
should drive policy regarding the MPA companies:
 
• Financial Viability—The major performing arts should be financially viable, 
balancing revenue and expenses to be sustainable over the long term
• Artistic Vibrancy— The MPA companies should contribute to an artistically 
vibrant cultural community and produce work at the highest standards of 
quality.
• Broad Accessibility / Public Value—The major performing arts should be 
broadly accessible geographically and demographically, and sufficiently val-
ued by a diverse public to warrant significant and ongoing public appropria-
tion
If the MPA companies achieve success in these three areas they can be 
considered successful overall. The indicators, therefore, will track factors that will 
impact the companies’ positively or negatively in each of these three areas. Note 
that most indicators are not sufficient to measure success in and of themselves 
but must be interpreted in context of the whole framework. Some indicators may 
appear to contradict each other, and this is noted where relevant. 
93 Madden, Christopher. “Statistical Indicators for Arts Policy.” June 2005. IFACCA Research Reports 2004-2006. 
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1. FINANCIAL vIAbILITy - MPA companies’ revenues from all sources 
combined are sufficient to cover their costs on an ongoing basis. 
Objective 1.1 - Costs remain stable or increase at level not greater than CPI.
Indicator: Rate and direction of change in key cost centres compared to CPI.
Additional information to monitor: laws and regulations regarding energy 
consumption, occupational health and safety, employment insurance, disability 
access.
Objective 1.2 - Ticket sales remain a stable and/or growing source of revenue for 
MPA companies.
Indicators: Ticket sales (gross and as a proportion of total revenues)
Indicator: Capacity of performances
Indicator: Total cultural attendance, live performing arts attendance, MPA 
attendance as proportion of total population. 
Indicator: Growth / contraction in key market segments in population
Indicator: Ticket prices (mean, low and high)
Objective 1.3 - Individual philanthropy grows as a proportion of revenues.
Indicator: Giving to the arts (total and as a % of overall philanthropic giving)
Indicator: Giving to the MPA companies (total and as a % of arts giving)
Indicator: Proportion of total revenues of MPA companies from individual 
philanthropy
Indicator: $ and number of MPA staff dedicated to securing individual donations
Additional information to monitor: Laws and regulations governing charitable 
contributions 
Objective 1.4: Corporate sponsorship remains a stable and / or growing 
source of revenue for MPA companies.
Indicator: Sponsorship of the arts (total and as a % of overall corporate giving)
Indicator: Sponsorship of the MPA companies (total and as a % of arts giving)
Indicator: $ and number of MPA staff dedicated to securing corporate 
sponsorships
Indicator: Value of return on investments given to corporate sponsors
Indicator: % of sponsorships that are $ vs. in-kind gifts
Objective 1.5: Trusts and foundations grow as a source of revenue for MPA 
companies.
Indicator: Giving to the arts (total and as a % of overall giving)
Indicator: Giving to the MPA companies (total and as a % of arts giving)
Indicator: Proportion of total revenues of MPA companies from trusts and 
foundations
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Indicator: $ and number of mPa staff dedicated to securing grants from trusts 
and foundations
Objective 1.6 Government funding remains a stable source of income for 
the MPA companies and the MPA companies are recognized by government 
as a whole as important to Australia.
Indicator: Giving to the arts (total and as a % of overall giving)
Indicator: Giving to the MPA companies (total and as a % of arts giving)
Indicator: Proportion of total revenues of MPA companies from government
Indicator: $ and # of staff dedicated to securing donations from government 
sources
Indicator:  Amount of revenue going to arts (and MPA specifically) from other 
non-arts areas of government. (trade, education, community development, 
economic development, etc)
Additional information to monitor: Arts / MPA companies incorporated into non-
arts policies (trade, education, community development, economic development, 
etc)
2. ARTISTIC vIbRANCy- The MPA companies contributed to an artistically 
vibrant cultural community and produce work at the highest standards of quality.94 
Objective 2.1  Australia trains and provides a viable career path for high 
quality artistic talent. 
Indicator:  #, kind and reputation of professionally accredited training programs 
for artists and technical workers.
Indicator: # of graduates from programs (by field)
Indicator: % of graduates who go on to full time employment in creative fields 
and / or the mPa sector
Indicator: # of fellowship, apprenticeship, bursury programs for artists (by field)
Indicator: $ and staff invested by the MPA companies in developing young 
artists, technicians, arts managers.
Indicator: # of working artists in Australia and average income earned from arts 
work
Indicator: Source of artistic and technical talent secured by MPA companies 
(national / international, training, background, etc)
94  It is always challenging to determine objective measures for quality and/or determine who should be charged 
with assessing it. Standards of quality are always partially subjective. At the same many of the companies 
pointed out that this must be part of any assessment of the MPA sector. As a result, those charged with making 
this assessment should represent a diverse and capable cross-section of the cultural sector.  The precise criteria 
for assessing artistic quality should be decided on jointly by these assessors, the MPA companies and the MPAB.
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Objective 2.2 The MPA companies are able to successfully compete for the 
best talent
Indicator: # of internationally recognized artists working with MPA companies on 
permanent or temporary basis
Indicator: Fees paid to artistic talent (absolute numbers and as percent of overall 
personnel costs)
Objective 2.3 MPA companies are creating innovative, high quality work
Indicator: Level, sources and kinds of support is available for commissioning
Indicator: New works are considered by leaders in the field to be of highest 
international standards of quality
Indicator: Demand for work by other presenters (international tours, festival 
circuits, etc)
Objective 2.4 The MPA companies are supported by and support a wider 
vibrant creative sector. 
Indicator: Government support and  audiences are stable for small to medium 
sector
Indicator: # of works, artists, managers that transition between the small to 
medium, commercial and mPa sector
Indicator: Number and kinds of partnerships with diverse creative partners
3. bROAd ACCESSIbILITy / PUbLIC vALUE -  The major perform-
ing arts should be broadly accessible geographically and demographically, and 
sufficiently valued by a diverse public to warrant significant and ongoing public 
appropriation.
Objective 3.1 MPA product is distributed to a wide range of geographical 
locations and through a range of mechanisms.
Indicator: # of tours, # of communities served, diversity of audiences
Indicator: # and type of people reached through alternative distribution 
mechanisms (technological, partnerships, etc)
Objective 3.2 The public values and supports the MPA companies in at-
titude and attendance.
Indicator: Total attendance at MPA performances
Indicator: Demographic makeup of audience
Indicator: Attendance at MPA performances as a % of total attendance at live 
performing arts as a % of total cultural attendance
Indicator: Public attitudes toward arts and culture and MPA companies
Indicator: # of people and % of population engaged in personal creative practice
Indicator: Number of volunteers for MPA companies 
Indicator: # of subscribers and as a % of total tickets
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Objective 3.3 Arts education and community outreach is a priority. 
Indicator: # of public schools with formal arts education curriculum
Indicator: Quality of arts education curriculum 
Indicator: # of community-based arts education programs
Indicator: $, staff and hours dedicated by MPA companies to school and 
community centre arts education
Indicator: # of college arts programs and level of student involvement
Additional information to monitor: Government arts education policies 
aea recommends the mPab collect, analyse and disseminate information on the 
preceeding key indicators, at least bi-annually.    
In addition to monitoring indicators that will provide signals about the progression 
of known trends, the MPAB should engage in more general scanning of the 
external environment (such as that which produced this report) on a regular 
basis. 
General scanning should include: 
• International benchmarks on funding, attendances, organisational structures 
• Conversations with trends analysts, thought leaders, experts both within the 
field and outside
With this information, the MPAB and the companies can engage in a creative and 
collaborative process to identify strategic responses.  These responses can and 
should be both adaptive – responding to changes as they occur, and generative 
-- stimulating proactive steps to bring about desired future states. The overall 
goal is to encourage well-informed, strategic planning that enables the sector to 
creatively adapt to evolving conditions. 
As the numerous sources cited in this report reflect, there are a wide variety 
of entities already collecting data that is relevant to the MPAs and their 
future.  Regular reports are published by government and other sources on 
demographics, leisure time behaviour, consumer spending, philanthropic giving, 
corporate sponsorships and other topics.  There are a few instances where MPAB 
should consider developing a new data tracking mechanism (such as trends 
in private philanthropy in the arts); for the most part, it can make a significant 
contribution by simply capturing and disseminating data available from other 
sources and ensuring widespread consideration of this information by the 
companies.
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PART 3
CONCLUdING ObSERvATIONS
Through AEA’s research and interviews, some areas emerged as priorities for 
immediate action by the MPAB and MPA companies to capitalise on opportunities 
suggested and minimise threats. We offer these suggestions not as conclusive 
recommendations, but as observations that deserve further discussion and 
attention.  
MPAB actions:
•   Advocate for the integration of MPAs in government policies and programs 
affecting education, workforce development and community development:
•  Support innovative uses of media and technology to connect MPAs with au-
diences (central web portal for MPA companies, digital distribution strategies. 
support experimentation with social networking tools, etc)
•  Sponsor ongoing research to illuminate implications of demographic trends 
on arts audiences.
•  Promote creative alternatives to MPA touring to provide broad access while 
reducing costs.
•  Develop strategies to stimulate contributions by individuals and foundations 
to the MPA companies.
•  Support MPA companies in planning for the impacts of climate change.
•  Coordinate government policies relating to venues and MPA companies.
•  Encourage collaborations between the MPA companies and other segments 
of the creative sector.
•  Finance international artistic exchange and develop export and import strate-
gies.
•  Strengthen professional training mechanisms and the development of viable 
career tracks for artists and technical professionals.
MPA companies actions:
•  Regularise partnerships with public schools, creative industries, and commu-
nity development organisations.
•  Develop long-term strategies for serving diverse audience segments, includ-
ing deepening engagement of current demographic segment and engaging 
new population segments (younger, non-white, rural) 
•  Conduct audience / market research
•  Develop targeted programming and marketing strategies (artform fusions, 
social networking, digital distribution)
•  Partner with smaller and mid-size performing arts groups
•  Develop long-term capitalisation strategies that anticipate flattening of rev-
enue from all sources (endowment, working capital reserves, etc).
•  Develop long-term plans for energy cost-savings.
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•  Develop new distribution models
•  Officially assess skills gap and collaborate with others in the creative sector 
on strengthening training mechanisms for Australian talent.
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APPENdIx A
dETAILEd FRAMEwORk
Trusts and Foundations grow as a 
source of revenue for MPA 
companies
Giving to the arts 
(total and as a % of 
overall giving) Currently there is not enough information available on this topic to track. Analyzed by geographical area.
Giving to the MPA 
companies (total and 
as a % of arts 
giving) Currently there is not enough information available on this topic to track. 
grants for general operating support and tied to specific programs
and/or activities should be broken out. Analyzed by art form and 
geographical area.
Proportion of total 
revenues of MPA 
companies from 
trusts and 
foundations
Analyzed by art form and geographical area. Data collected 
annually from companies. 
$ and number of 
mPa staff dedicated 
to securing grants 
from trusts and 
foundations
Cost of servicing this revenue stream. Must be compared to revenue secured to be a 
relevant indicator. Analyzed by art form and geographical area
Government funding remains a 
stable source of income for the 
MPA companies and the MPA 
companies are recognized by 
government as a whole as 
important to Australia.
Giving to the arts 
(total and as a % of 
overall giving)
May not completely reflect government support of the arts. Support may be offered in 
ways other than direct giving such as technical assistance, subsidies, tax incentives, 
advocacy, regulations, etc. In addition, funds may be available to the arts via other 
sectors (see indicator below). Increased giving in some areas may increase competition
for MPA companies. Assessed by level of government
Giving to the MPA 
companies (total and 
as a % of arts 
giving) Must be related to government expectations of the MPA companies' responsibilities. 
Important to break out base funding and project / program based 
funding. Assessed by level of government, artform and 
geographcial area
Proportion of total 
revenues of MPA 
companies from 
government
Relative strength of government funding to other sources of funding is inextricably linked 
to MPA companies' marketplaces and functions.  Decisions to increase/decrease 
government funding must be taken in context of other pressures/opportunities. 
Analyzed by artform and geographical area. Data collected 
annually from companies. 
$ and # of staff 
dedicated to 
securing donations 
from government 
sources
Cost of servicing this revenue stream. Must be compared to revenue secured to be a 
relevant indicator.  Does not reflect programs/activities undertaken as part of 
government mandate. 
Analyzed by artform and geographical area. Data collected 
annually from companies. 
Amount of revenue 
going to arts (and 
MPA specifically) 
from other non-arts 
areas of 
government. (trade, 
education,
community
development,
economic
development, etc)
May be difficult to break out, and support which is embedded into other initiatives may 
be difficult to quantify. Regardless, important as a qualitative indicator to reflect the 
degree to which the MPA companies are seen as relevant to other government 
priorities. Analyzed by artform and geographical area. 
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Trusts and Foundations grow as a 
source of revenue for MPA 
companies
Giving to the arts 
(total and as a % of 
overall giving) Currently there is not enough information available on this topic to track. Analyzed by geographical area.
Giving to the MPA 
companies (total and 
as a % of arts 
giving) Currently there is not enough information available on this topic to track. 
grants for general operating support and tied to specific programs
and/or activities should be broken out. Analyzed by art form and 
geographical area.
Proportion of total 
revenues of MPA 
companies from 
trusts and 
foundations
Analyzed by art form and geographical area. Data collected 
annually from companies. 
$ and number of 
mPa staff dedicated 
to securing grants 
from trusts and 
foundations
Cost of servicing this revenue stream. Must be compared to revenue secured to be a 
relevant indicator. Analyzed by art form and geographical area
Government funding remains a 
stable source of income for the 
MPA companies and the MPA 
companies are recognized by 
government as a whole as 
important to Australia.
Giving to the arts 
(total and as a % of 
overall giving)
May not completely reflect government support of the arts. Support may be offered in 
ways other than direct giving such as technical assistance, subsidies, tax incentives, 
advocacy, regulations, etc. In addition, funds may be available to the arts via other 
sectors (see indicator below). Increased giving in some areas may increase competition
for MPA companies. Assessed by level of government
Giving to the MPA 
companies (total and 
as a % of arts 
giving) Must be related to government expectations of the MPA companies' responsibilities. 
Important to break out base funding and project / program based 
funding. Assessed by level of government, artform and 
geographcial area
Proportion of total 
revenues of MPA 
companies from 
government
Relative strength of government funding to other sources of funding is inextricably linked 
to MPA companies' marketplaces and functions.  Decisions to increase/decrease 
government funding must be taken in context of other pressures/opportunities. 
Analyzed by artform and geographical area. Data collected 
annually from companies. 
$ and # of staff 
dedicated to 
securing donations 
from government 
sources
Cost of servicing this revenue stream. Must be compared to revenue secured to be a 
relevant indicator.  Does not reflect programs/activities undertaken as part of 
government mandate. 
Analyzed by artform and geographical area. Data collected 
annually from companies. 
Amount of revenue 
going to arts (and 
MPA specifically) 
from other non-arts 
areas of 
government. (trade, 
education,
community
development,
economic
development, etc)
May be difficult to break out, and support which is embedded into other initiatives may 
be difficult to quantify. Regardless, important as a qualitative indicator to reflect the 
degree to which the MPA companies are seen as relevant to other government 
priorities. Analyzed by artform and geographical area. 
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Artistic vibrancy--The MPA companies contributed to an artistically vibrant cultural community and produce work at the highest standards of quality. 
Objective Indicator Issues and limitations Technical Information
Australia trains and provides a viable caree
path for high quality artistic talent. 
#, kind and reputation of professionally 
accredited training programs for artists 
and technical workers.
Objective measures for quality are always challenging. Those charged with 
making this assessment should represent a diverse and capable cross-section of 
the cultural sector.  Does not account for overseas training programs or 
alternative training paths
criteria should be decided on jointly by selected 
assessors, the MPA companies and the MPAB. 
Assessed by field and geographical area. 
# of graduates from accredited training 
programs
# of graduates in and of itself does not indicate quality. Must be compared to 
graduates who find employment and related somehow to quality. 
Assessed by field. Compared to graduation from 
other higher education / training programs in 
Australia.
% of graduates who go on to full time 
employment in creative fields and / or the 
mPa sector
Creative workers tend to have non-linear career paths that include a variety of 
types of work in both the subsidized and commercial sectors. Tracking where 
graduates end up will be a logistical challenge but would be a significant step 
forward in sectoral knowledge.
Assessed by field.  MPA sector statistics 
compared to general cultural sector statistics 
where possible. 
# of fellowship, apprenticeship, bursury 
programs for artists 
Includes both programs run by MPA companies and others. Does not include 
opportunities for artists overseas. 
Assessed by field.  MPA sector statistics 
compared to general cultural sector statistics 
where possible. 
$ and staff invested by the MPA 
companies in developing young artists, 
technicians, arts managers.
Much of this will be embedded into other activities and may be difficult to 
quantify.
Assessed by field and geographical area. Data 
collected annually from companies. 
# of working artists in Australia and 
average income earned from arts work
Again, tracking creative workers is a challenge, particularly as many work on a 
part time, contract or volunteer basis. The flow of talent between Australia and 
other countries is fluid and may affect these numbers. Assessed by field and geographical area. 
source of artistic and technical talent 
secured by MPA companies (national / 
international, training, background, etc) May vary dramatically by company. 
Assessed by field and geographical area. 
Template for categorization to be developed by 
companies and MPAB. Data collected annually 
from companies. 
The MPA companies are able to 
successfully compete for the best talent
# of internationally recognized artists 
working with MPA companies on 
permanent or temporary basis
"Internationally recognized" is subjective and a proxy for quality, how it is defined 
must be determined by MPAB and MPA companies. Careful consideration needs 
to be given to who is given the responsibility for making these judgments. Criteria 
for assessment should be made objective to the extent possible. May vary 
dramatically by company. 
Assessed by field and geographical area. 
Template for categorization to be developed by 
companies and MPAB. 
Fees paid to artistic talent (absolute 
numbers and as percent of overall 
personnel costs)
Constantly increasing fees indicates that companies are having to pay more to 
secure talent. Assumption is that they are forced by market to compete with 
prices of other producers. Does not assess whether companies are actually 
securing top talent. 
Assessed by field and geographical area. Data 
collected annually from companies. 
MPA companies are creating innovative, 
high quality work
Level, sources and kinds of support
available for commissioning by MPA 
companies
Indicates appetite of funders for new work by MPA companies. Does not reflect 
level of commissioning happening in wider creative sector. Ideas about where 
innovation should be supported may have an impact on this for MPA companies. 
Assessed by art form and geographical area. Data 
collected annually from companies. 
New works are considered by leaders in 
the field to be of highest international 
standards of quality
Again, challenge of determining objective measures of quality. Should be 
assessed by experts beyond the MPA companies themselves and the MPAB. 
criteria for measuring quality determined by mPa 
companies, MPAB and selected assessors. 
Assessed by art form and geographical area. May 
be major differences by company. 
Demand for work by other presenters 
(international tours, festival circuits, etc)
This attempts to measure the "life" and impact of new MPA works beyond the 
MPA company mainstages. Some MPA products may not be suitable for 
extended presentation lifespans but may have influence regardless. 
Assessed by art form and geographical area. May 
be major differences by company. Data collected 
annually from companies. 
MPA companies are supported by and 
support a wider vibrant creative sector. 
Government support and  audiences are 
stable for small to medium sector
The relationship between the vibrancy of the small to medium sector and the 
MPA sector is not entirely clear. In some ways they may compete for audiences, 
in some ways they may be symbiotic, and in others they may be unrelated. The 
assumption here is that overall a healthy small to medium sector is one indicator 
of the health of the wider creative sector, which is good for the MPA companies 
in the long run. 
aggregated for small to medium sector and broken 
out by artform where relevant. Assessed by 
geographical area. 
# of works, artists, managers that 
transition between the small to medium, 
commercial and mPa sector
Interconnections  research by the MPAB revealed that there is little crossover 
between the MPA companies and the small to medium sector (except in theatre). 
Cross over is an important indicator of wider relevance beyond the companies 
themselves, and should continue to be tracked in greater detail. 
Which crossover sectors to be tracked will need to 
be defined. Tracked by sector, artform and 
geographical area. 
Number and kinds of partnerships with 
diverse creative partners
While the presence or lack of partnerships alone is not an indicator of MPA 
artistic vibrancy, together with the other indicators it does give a sense of the 
integration of the MPA companies with the wider creative sector. 
MPAB and companies to develop criteria for which 
partnerships to track.
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Accessibility / Public value -- The major performing arts should be broadly accessible geographically and demographically, and sufficiently valued by a 
diverse public to warrant significant and ongoing public appropriation.
Objective Indicator Issues and limitations Technical Information
MPA product is distributed to a wide range of 
geographical locations and through a range of 
mechanisms
# of tours, # of communities served, diversity of 
audiences
Quantity of tours and people served does not represent 
depth or quality of experience. Companies may reach a 
small number of people or  a relatively homogeneous 
group and yet have a significant impact. Yet because of 
their public funding the assumption was made that the 
MPA companies have a mandate to reach a broad 
audience.
consistent agreement of segmentation of 
communities and audiences across mPa 
companies. Analyzed by art form and 
geographical area. Data collected annually from
companies.
# and type of people reached through alternative 
distribution mechanisms (technological, 
partnerships, etc)
Particularly given projected cost increases, reaching a 
broad audience is likely to depend more and more on 
alternatives to touring and mainstage performances by 
MPA companies. Some companies will adapt to this 
more easily. 
MPAB and companies to decide how to classify
various distribution mechanisms. Analyzed by 
art form and geographical area. Data collected 
annually from companies. 
The public values and supports the MPA 
companies in attitude and attendance
Total attendance at MPA performances Data collected annually from companies. 
Demographic makeup of audience
It is likely that MPA audiences are less demographically 
diverse than the rest of the population. This is partly a 
function of their product as well as the cost of 
attendance. The degree to which the companies are 
expected to reach diverse audiences should be 
determined by the MPAB. 
Data collected annually from companies. 
Attendance at MPA performances as a % of total 
attendance at live performing arts as a % of total 
cultural attendance
New products in marketplace, relative cost of MPA 
product, type/quality of product offered, changing 
demographic makeup of population (nationally and 
regionally) may influence all categories. Reflects relative 
importance of MPA product to consumers. 
data collected annually by mPab from 
Australian Bureau of Statistics and companies. 
consistent definition of "attendance" to be 
agreed upon, as well as relevant cultural events
to be included. Analyzed by art form and 
geographical area. 
Public attitudes toward arts and culture and MPA 
companies
Limited by availability and quality of public attitude 
research.
MPAB may want to establish a consistent and 
regular attitudinal survey in order to track this in 
a way that is comparable over time.
# of people and % of population engaged in 
personal creative practice
Amateur or "Pro-Am" behaviour has not been 
conclusively linked to participation in MPA activities, but 
more reliable tracking of both may help to establish 
whether or not this link exists. 
ABS statistics, tracked annually if possible. 
# of volunteers for MPA companies 
Changes in volunteership nationwide may impact this 
number.
Data collected annually from companies. 
# of subscribers and as a % of total tickets
Subscriptions reflect a level of commitment to MPA 
companies by regular users. This may become irrelevant 
if companies move away from subscription models. 
Data collected annually from companies. 
arts education and community outreach is a 
priority.
# of public schools with formal arts education 
curriculum
Arts education has been linked to later participation. 
Whether this will link directly to MPA attendance is 
unknown.
Data collection to be coordinated with 
education ministry. 
Quality of arts education curriculum 
Quality from an educational perspective is not always th
same as quality from an artistic perspective. An 
assessment should attempt to incorporate both 
perspectives without becoming too onerous or 
expensive.
Data collection to be coordinated with 
education ministry. 
# of community-based arts education programs
Again, links to MPA attendance is unknown. A reflection 
of community interest in arts more generally. 
Data collection to be coordinated with 
communities. Criteria for tracking to be 
determined by MPAB. 
$, staff and hours dedicated by MPA companies to 
school and community centre arts education.
Government priorities for MPA companies may affect 
this. All companies are not expected to maintain the 
same level of educational programs. Integration betwee
school curriculums and MPA programs is essential. 
Data collected annually from companies. 
# of college arts programs and level of student 
involvement
May also be an area of artistic talent development as 
well as audience development.
Analyzed by art form and geographical area. 
Data collected annually. 
